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Marketing research firms in Hong Kong developed rapidly
during the last few years. Recently, not only independent
marketing research organizations and advertising agencies
have been active in marketing research activities, but also
publishing companies and management consultancy firms. How-
ever, research into this industry is sparse, even in advanced
countries such as the United States where marketing research
had its origin. It is the author's intention to determine
the role performed by research firms in Hong Kong, their
effectiveness, and the scope of research activities.
This thesis consists of six chapters. Chapter I is an
introduction and gives detailed reasons of why this study
is carried out and the problems faced. Chapter II reviews
the importance of marketing research in relationship to
decision making, and tries to indicate when and what situ-
ation marketing research can best help problem solving and
decision making. The author explains the methodology of
this study in Chapter III. Chapter IV introduces the
present condition of research firms in Hong Kong. Chapter V
analyses the responses. The study closes in Chapter VI
with summary and recommendations.
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1Chapter I
INTRODUCTION
Marketing research began in the second decade of the
twentieth century as a commercial tool for the collection
of facts for the better direction of sales effort. Since
then, expansion of marketing research has been so fast that
it reflects a growing belief that the methods of science
are useful in solving the problems of business management.
Effective application of marketing research, however, is
neither easy nor automatic thus an appraisal of marketing
research-is good to.show whether they are being carried out
effectively or ineffectively. This thesis represents an
attempt to formulate a framework for analysis of the role
and functions performed by marketing research firms, to
obtain the perception of other business firms toward research
firms, and to make incidental suggestions for increasing
effectiveness and evaluating marketing research firms.
IMPORTANCE OF MARKETING RESEARCH
Marketing of products and services, if properly organ-
ized, can contribute to a self-generating, permanent, and
indigeneous source of economic growth. What is true of
marketing in this respect is also true of marketing research.
It can benefit the society in two respects: improved living
and the creation of more business.
Although marketing research has been used extensively
2in advanced countries, in developing countries little has
been done about it. Formerly in Hong Kong, management by
experience and intuition was common, but in recent years
there has been a great improvement since competition for
local markets is growing more and more fierce as foreign
.markets are curbed by protectionism while local markets for
both foreign products and local goods expanded rapidly as
personal income increased substantially over the years.
But local businessmen are not used to such kind of techni-
ques and services,.they either treat research as panacea
for problems and take for granted that it is a substitute
for management judgement or fail to define their problem
definitely to the researcher and communicate effectively
with the researcher. But it is not by any means a panacea
it is only one of the things that is needed for effective
management and efficient utilization of resources. Thus,
an evaluation and perception of the functions played by
marketing research firms is a helpful thing, the author
believes, to local businessmen, either help them to select
their research firms effectively or help research firms to
improve their effectiveness.
Research is used for a variety of reasons, Leo Bogart
stated that :
It (marketing research) permits the businessman to
observe and to influence the continuing drama of his
own product's struggle in the competitive market place.
Research gives him the measure of the constant change
within the market. That change is wrought by the
actions of individual competing companies, developments
in the technology of production and distribution, and
3shifts in public tastes, needs and wants.1
Professor Newman has contended that marketing research
can be of value in general ways. First, it can serve as a
source of ideas which can stretch the executive's own think-
ing and prompt him to re-examine present policies in a some-
what different light..... Second, research can serve to
remove some of the uncertainty which characterizes the
decision-making process by testing ideas or proposed of
2actior_11
The value of marketing research depends upon the degree
to which it provides a basis for making marketing decisions,
solving marketing problems, and developing marketing strategy.
In assessing the value of a study, then, it may be viewed
in terms of the extent to which it contributed to one or
both of the broad objectives just described.
This value cannot be obtained if the problem of the
user is not communicated effectively and clearly with the
researcher. So the Code of Ethics of the Market Research
Council stated that a successful marketing research study
is a joint operation involving a research company and its
clients. It requires mutual respect and confidence between
the two parties and imposes certain obligations on each of
1Leo Bogart, Inside Marketing Research, Public 0 in-
ion Quarterly, XXVII (Winter, 1963), pp,564-565,
e-' L Joseph W. Newman, Motivation Research and Marketing
Management (Boston : Graduate School of Business Adminis-
tration, arvard University, 1957), p.442.
4Barksdale and Weibacher are convinced that the contri-
bution of marketing research is maximized when managers and
researchers reach an interacting equilibrium: The manager
encourages the researcher to extend his current understand-
ing and his capabilities, and the researcher suggests ap-
proaches and procedures that require the manager to expand
his current conception and understanding of marketing pro-
cess.114
So Miller warns: Unless the top management of a com-
pany and its research staff are in the most constant and
intimate kind of communication, research will amount to
little and can be a great drain on any company,5 This is
also true for a company using outside researchers.
ECONOMIC AND MARKET SITUATION
Hong Kong as free port adopting laissez-faire business
policy has no way of protection for its industries and
trade, but total trade in 1972 was 10% up at $41,163.5 mil-
lion, ranking Hong Kong as the world's nineteenth biggest
trading nation.6 However, growing foreign restriction
,Adopted in July 1968 by the Market Research Council_
Hiram C. Barksdale and William M. Weibacher, Market-
ing Research: Selected Readings with Anal tical Commentaries
(new York: The Ronald Press Company, 1966). p.5.
J. I. Miller, The Real Challenge of Research, Busi-
ness Horizons, 1 (Winter 1958), PP.58-64.
Trade: A Narrow Gap, Fareastern Economic Review(March 19, 1973) , p.120
them'"3
against Hong Kong exports threaten Hong Kong's future pros-
perity.
Foreign Markets
Hong Kong lives on trade. During 1972, re-exports,
largely from China, rose by 21.7% to $4,154.4 million, and
domestic exports climbed 10.9% to $15,245.2 million.7 Major
markets for domestic exports were the United States, which
took goods valued at $6,124.8 million(up 7%), the United
Kingdom, $2,194 million(up 35%), West Germany, $1,524.7 mil-
lion(up 35%), and the rest of the European Economic Communi-
8ty, $2,893.4 million(up 30%).
However this fantastic growth rate will be slowed down
by the increasing number of quota restrictions. The United
States, Hong Kong's biggest market which takes 45% of total
production, pressed Hong Kong with a five-year voluntary
control of shipments of man-made fibres in October 1971.
Japan banned 96 Hong Kong made items under its preferential
tariff arrangement. And in 1972 Hong Kong agreed with the
British government to restrain its exports of polyester/
cotton goods to the United Kingdom. These and various other
restrictions imposed by foreign countries surely will make
life harder for local manufacturers.
Besides-this, the 10% devaluation of the United States
dollar amounted to approximately a 10% appreciation of the
71bid.
8 Ibid.
6Hong Kong dollar, which gives Taiwan and South Korea a price
advantage in competing with Hong Kong in addition to their
cheap labor. Also prices of Hong Kong goods will be higher
in the major markets, especially the United States. This
makes Hong Kong even less competitive.
Finally, since there is few, if any, natural resources,
Hong Kong has to import raw materials from countries such
as its major supplier, Japan($5,045 million or 23.5% in
1972) and because of the Yen revaluation, prices of raw
materials will be higher which makes costs of production
of Hong Kong goods higher.
All these unfavorable factors urge local manufacturers
to reconsider their trade policies, As T. D. Sorby, Execu-
tive Director of Hong Kong Trade Development Council, ad-
vising manufacturers in new direction of their policies,
commented, Concern with the formative aspects of marketing
is-not widespread, is probably exists in respect of specific
products but could not be applied to any one product line.
However, implicit in the new direction that Hong Kong indus-
try is having to_take is a growing awareness of marketing
factors..... A new-found desire to identify and anticipate
market trends...., show Hong Kong's industry on the move
into a new and higher bracket.9 Marketing research, need-
less to say, is-very-useful.-to find new opportunities and
trends. The use of the services of research firms,
9T. D. Sorby Traders Show New Dexterity," The Finan-
cial Times (Feb. 1, 1971), p.12.
7especially the international one, will be very helpful in
this respect,
Domestic Markets
On the other hand, imports were up 7.4% to $21,763.9
million and the average compound rate of import increase
was 12% in the years 1961 to 1972.10 As a percentage of
total imports, foodstuffs declined and consumer goods in-
creased, raw materials remained much the same but capital
goods showed a significant increase in the 19605.11 In
part, this means the demand of consumer goods and capital
goods is great in part, the competition for selling these
goods will be fierce..
In order to maintain competitive strength and efficien-
cy, investment in plant, machinery and equipment has risen
as percentage of Gross Domestic Product from 9.5% in 1966
to 12.2 in 172.12
The expenditure on Gross Domestic Product at market
price in 1972 was about $22,900 million of which about 70%
was used for private consumption expenditure.13 GDP per
capita in Hong Kong is estimated at $5,616- for 1972.14 This
10Foreign Trade Dominates Hon Kong's Economy, Sunday
Business, The Sunday Post-Herald (March 18, 1973), p.4.
11Ibid.
I?- The Invisible Factor in Hong Kong's World Trade It
Sunday Business, The Sunday Post-Herald (April 1, 1973),p.4.
13Growth of 13 Percent in Hong Kong's GDP," Sunda
Business, The Sunday-Post-Herald (March 11, 1973), p.4.
14Ibid ,
8is not, of course, all available for consumption by the pop-
ulation at large, but the major part (about 70%) is.
The index of nominal average daily wages is 224 in Sep-
tember 1972 with March 1964 as base period.15 The general
consumer price index is 139.6 in January 1973 with September
1963 to August 1964 as base period, 1 6
All these figures show that Hong Kong has a highly im-
proved standard of living and the demand for goods, accor-
dingly, is good.
Although the demand of goods is great, the markets,
especially the consumer market, are still unknown, if not a
mystery, to_ the marketers. In order to effectively distri-
bute one's product, marketing research firms will be very
helpful in tapping these markets.
PURPOSE AND SCOPE OF THE RESEARCH
In order to maximize the contribution of marketing re-
search, the users must know the functions of marketing re-
search firms thoroughly and know how to communicate with
researchers. As an attempt to deal with this problem, this
study is primarily consisted of two broad areas. The first
is to provide an understanding of the functions performed
by marketing research firms in Hong Kong. The second is to
obtain other business firms' perception toward the role and
effectiveness of research firms.
15Census and Statistics Department, Hong Kong,
Kong Monthly Digest of Statistics (January, 1973), p.10.
16Ibid., p.39.
9Basic Assumption
The basic assumption of this study is that marketing
research is becoming an important function for management
decision making, planning and policies making as business
seeks to adapt to rapid changes occurring inside and outside
the company. Changes, whether they are economic,'political,
technological, or social changes, are having a major impact
on companies. Expanding markets and multi-national oper-
ations are creating new demands, while simultaneously cre-
ating more complex laws and regulations. All of the develop-
ments affect the role of marketing research and the functions
performed by it*
Information Sought
To learn more about the service of marketing research
firms, the study focuses on the following issues:
1. What are the conditions of marketing research firms
in Hong Kong? How about their personnel and facilities.
2. What are the elements the research executives of
research firms perceive as their most important obligations
towards their clients? What do the executives of business
firms perceive as the role of research firm?
3. What kind of business firms are most likely use the
service of research firms?
4. Are the research firms effective?
5. What are the research activities often performed,
either by research firms or research departments of business
firms?
10
6. What are the research activities most needed by
business as perceived by research personnel and executives
of business firms?
These and other related questions were explored to
develop a clear picture of the role and effectiveness of
research firms as conceived by executives of business firms
and research personnel of research firms.
Scope of the Research
For purposes of this study, all research relating to
the structure, composition, and characteristics of the
market will be considered as marketing research, regardless
of the discipline involved.
'wine objects of this study are independent marketing
research firms or departments with companies conducting re-
search for other business entity in exchange of remuneration.
In Hong Kong, this includes three types of organizations:
1. The independent marketing research agencies. They
are the most important single source of external research.
They vary widely in their organization and functions but
are equipped to perform all types of research operations
or specialized in some operations.
2. The advertising agencies. This means marketing re-
search departments of advertising agencies which provide
research, mostly promotion research, to clients. They are
the second important source of outside research personnel.
11
3. The publishing companies. They employ research
personnel to provide information for its readers and conduct
special project for clients.
Throughout this thesis all three of them are referred
to as marketing research firms,
A list of clients were selected to represent users of
service of research firms on the other hand, the medium
and large business firms in industry and trade were chosen
to represent non-users. Clients mostly are subsidiaries or
affiliates of international companies and non-users are
mainly large industrial and trade organizations,
METHODOLOGY
Two different questionnaires were developed for the
study, one for personnel interview with executives of market-
ing research firms and one for mail questionnaire to be
completed by their clients and other non-users.
The one for marketing researchers contained 10 quest-
ions with about 30 items developed from the following areas
of potential interest:
1. The role of marketing research firms in decision
making.
2. The research activities performed.
The other one for research users and other non-users
was designed to probe the above cited areas and other areas
concerning the perception and evaluation of the effective-
,
ness of marketing research firms. This questionnaire also
12
contained 10 questions with about 45 items.
Questions of the two questionnaires consisted of scal-
ing and checking items.
The first questionnaire.was given to seven executives
in seven marketing research firms. The second questionnaire
was mailed to 188 users of the service of research firms and
other non-users. The list of clients was selected from re-
search firms while the list of other business firms was
obtained from the Labor Department.
The results obtained from these two questionnaires were
used to compare with each other the results of clients and
non-users were used to compare with each other too. Areas
of disagreement were found by this method, and statistical
analyses were performed on them.
PROBLEMS AND LIMITATION
This thesis was greatly limited by the following pro-
blems:
1. The first fundamental problem is that marketing
research and marketing researchers do not seem to have a
sense of professional identity. Unless and until researchers
think of themselves as professionals, there will be little
hope for an independent basis for the appraisal of resear-
chers.17
2. The second fundamental problem is that it does not
''Barksdale and Weilbacher, op. cit., p.627.
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seem that marketing research, as now practiced, and all
marketing researchers, as now practicing, can be expected
to have complete integrity. Marketing research is too often
allied with other phase of marketing and become someone
else'-'s handmaiden. marketing research must develop a
more pervasive image of integrity if it is to. become a pro-
fession and until then, outside appraisals of marketing
research and marketing researchers cannot become definitive
nor are they likely to achieve the recognition to which
A 'they seem to 2..q * r 8
3. Another problem is that respondents are not very co-
operative and return rate is low (23 percent) and not very
representative of the samples that have been selected.
4. The last problem is that statistics are not available
on this subject in Hong Kong. Even research projects are
seldom published,
However, as an exploratory study, this study will be
of some use in spite of the low response rate and the limi-
tations. Before going to describe more about this study,
we shall first review the conceptual framework of marketing
research in next chapter.




The success or failure of any business depends on the
quality of the top level decisions which are taken to guide
it. The soundness of those decisions depends in turn on
the judgement and experience of those in charge. Marketing
research can improve businessman's knowledge of the environ-
ment of his company and thus reduce the risks inherent in
all business decisions.
Buzzell, Cox and Brown believed that efficient.. market-
ing management is critical to the proper functioning of a
market economy, and that the efficiency of marketing manage-
ment, in turn, depends as much on skillful use of informat-
ion as on any other single factor - or, at least, any other
single factor which can be taught. It has been said that
the recipt for a good decision is 90 percent information
and 10 percent inspiration.1
It now appears that the logical starting point of our
discussion of the use of research is not research itself but
decision making. Otherwise we put the cart before the horse-
or, perhaps, I should say the tool kit before the problem.
This is a very common mistake - so common, in fact, that it
constitutes a major barrier to relating research and decision
1Robert D. Buzzell, Donald F. Cox and Rex V. Brown,
Marketing Research : Text and Cases (New York : McGraw-Hill
Book Company, 1969), p.3.
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making. It should be obvious that our success in relating
these two functions depends on knowing what the decision-
making process is. We need to know what decisions are made,
by whom, when, and how.2 So we begins the discussion of
the role and functions of marketing research, or that ,of
marketing research firms, by discussing the decision-making
process.
DECISION MAKING
Decision-making is the primary characteristic of manage-
ment. It underlies and permeates the management process at
every level.
Contents of Decisions
-Decision-making is a problem solving process which in-
volved the selection of a particular course of action from
among a number of alternatives to achieve the objectives of
the company. A problem exists when the following conditions
are faced-.3
1. There are one or more objective to be met.
2. There are two or more alternative courses of action
that could be taken.
3. There is a state of doubt as to which: course of act-
ion will maximize the attainment of the objectives.
4. The problem exists in an environment that affects
the objectives, the admissible alternative courses
of action, and the degree of uncertainty concerning
the outcome of each course of action.
zJaseph W. Newman, Put Research into Marketing Decis-
ions, Harvard Business Review, Vol. 40 (March-April 1962),
.105.
3Paul E. Green and Donald S. Tull, Research for Market-
ing Decisinns(2nd Ed., Englewood Cliffs, N. J.: Prentice-
Hall, Inc., 1970), p.5.
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5. There are one or more decision makers.
The last two conditions are implicit in the first three.
Decision Making Process
Process of decision-making or problem-solving has the
following eight steps:4
1. Define problem and set objectives.
2. Appraise overall situation.
3. Determine tasks and identify means.
4. Identify possible courses of action.
5. Estimate expected results of different actions.
6. Assess the order of preference of these predicted
results.
7. Provide for feedback of results and postaudit.
8. Adapt program if required.
Marketing research is at least useful for the identifi-
cation of alternative courses of action and prediction of
the results of different courses of action. Manager's re-
sponsibility for making decisions carries with it a corol-
lary responsibility for getting and using information effect-
ively. This part of the decision-making process which is
factual and subjected to scientific analysis determines the
manager's ability of decision-making.
Decision Making Influences
Top management decisions usually are the reconciliation
4Willi_am F. O'Dell, The Marketing DecisionManagement Association Inc. 1968). (American
, p.20.
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of many influences which occur both within and among manage-
ment members. As can be seen from Figure 2.1, Marketing
research is but one input.5
While all these influences are important in decision-
making marketing research and intuition (or judgement or
common sense) are the two most important processes. Intu-
ition is the result of lengthy association with a problem
and is a way of solving the problem through the feel of
things. This kind of subconscious reaction or casual cast-
ing up of the value can be improved only through the slaw
development of the managerial feel for the situation.
And the way in which this feel can be developed is mainly
by making mistakes which is a rather expensive way especial-
ly in top management level.6 However, businessmen often
based their decisions on intuition, and the quality of these
decisions is in direct ratio to the quality of the decision-
maker.
Intuition is rarely subjected to formal and systematic
testing.7 Moreover, intuition is based on past experience
which may not be pertinent to the future thus, its value
5John G. Keane, Some Observations on Marketing Research
in Top Management Decision Making, Journal of Marketing,
Vol-33 (October, 1969), p.12.
6Ralph S. Alexander, The Marketing Manager's Dilemma ."
Journal of Marketing, Vol.29 (April, 1965), p.21.
7Harry V. Roberts, The Role of Research in Marketing

































FIGURE 2.1 Expository Decision-Making Tree
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in forecasting and prediction is doubtful.
Since research is intuition plus science, it tends to
overcome these shortcomings. Also, research can be learned
and taught by executives without loss to their companies.
MARKETING RESEARCH AND DECISION MAKING
The primary function of marketing research is to secure
information, not data, for management decision making.
Information and Decision
The kinds of information a company needed can be classi-
fied into two categories: external information is the in-
formation about its environment internal information is
about the company itself. The types of marketing related
information available from the environment include informat-
ion of market and customers, competition, distribution chan-
nels, suppliers, and legal and social factors. The other
area of information related to the company itself include
the product, other components of the marketing mix, and the
company's resources and capabilities.8 Also, we must remem-
ber that in order to be effective, only those necessary in-
formation should be gathered for the decision at hand.
In 1964, Alfred P. Sloan, Jr. of General Motors, one of
the world's largest private enterprises and a most success-
ful one, published his book, My Years with General Motors,
made it clear that in developing the philosophy of that
8William J. Stanton, Fundamentals of Marketing (2nd Ed.,
New York: McGraw-Hill Book Company, 1967 , pp.31-33.'
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great company he had stressed the factual approach to deci-
sion-making. He said:
An essential aspect of our management philosophy is
the factual approach to business judgement. The final
act of business judgement is of course intuition. Per-
haps there are formal ways of improving the logic of
business strategy, or policy making. But the big work
behind business judgement is in finding and acknowledg-
ing the facts and circumstances concerning technology,
the market, and the like in their continously changingf'nrmc 11
Marketing research is the single function in business
best able to handle the task of developing and coordinating
the information needs of marketing and top management. Its
role is to collect, organize, analyze, and interpret the
various data to provide marketing intelligence which will
improve the quality of managerial decision making. The
primary orientation of marketing research must be toward the
information needs of top-management decision makers, al-
though there is ample opportunity also to contribute to the
solution of many problems which arise in every.portion of
the marketing system. 119
So in decision making, marketing research contributes
at two very specific stages: 10
1. During the recognition and determination of the
significance of the marketing environment.
2. During the process of selecting the most profitable
9James H. Myers and Richard R Mead, The Management of
Marketing Research (Scranton, Penn.: International Textbook
Company,196-9-)-, pp .1 1 -12 .
10O'Dell, op. cit., p.65. Also in his a rticle,,Theory
or Research for the Marketing Decision-Maker?, Journal of
Marketing, Vol. 30 (April, 1966), pp.52-55.
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marketing alternative under consideration.
Research is not simply a matter of evaluating given
alternatives, it can also feed the creative process, that
is the process of getting ideas, more directly.11
Decision Situations in which Research Are Hel ful
Marketing research can serve such management functions
in the decision-making process as are indicated by the fol-
lowing questions: 12
1. What is going on? This is an information function
which facilitates management control. Collection of data
such as sales volumes, market share, sales potential reflect
what is happening and let the management know the actual
situation, but they do not in themselves explain it.
2. How do you account for it? This function makes
management get the necessary idea or formulate the hypothe-
sis. In the creative process, research can bring idea into
consciousness and reveal more about the nature of people,
things, and relationships.
3. Is the explanation valid? This function is used for
checking on the soundness and importance of ideas and their
tentative answers. Research method varies according to the
subject matter and the explanations are tested.'




4. What, then, should be done? The information gathered
is-analyzed and the evidence obtained on the problem is
studied. The alternative courses of action which appear to
be appropriate is predicted,
5. What results can be expected? The outcomes of the
various alternative courses of action are predicted by
using various tests.
6. How successful was the action, once taken? This
function is the follow up of the decision which provides
for feedback of results and postaudit. It may include
either quantitative or qualitative examination of the chosen
course of action.
Besides Newman's analysis, Ralph S. Alexander also sug-
gested five basic types of decision situation of which mar-
keting research can be useful to the marketing manager:13
1. Do we have a problem and, if so, exactly what is it?
Clear enough, the objective of marketing research is to find
out what is going on and what the problem is.
2. What can we do in a given situation? In this case,
the objective is to discover all the possible alternatives
or the information that will point the way to alternatives.
3. Shall we do a particular thing or not do it? Under
this decision situation, marketing research is very useful.
13Alexander, op. cit., pp.1 g-19.
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It can help to decide whether to launch a new sales product,
whether to adopt a new sales policy, or whether to enter a
new market.
4. If we do a particular thing, shall we do it this way
or that way? This is also a type of decision situation in
which marketing research is commonly found to be useful.
For example, if we enter into a new market, shall we adopt
the old marketing program or devise a new one.
5. Shall we go on doing what we are doing now, or shall
we stop it or change the way we are doing it? In this case,
marketing research is used partly as a control function,
partly as a search for new alternative, and partly as a help
for appraising the performance of current alternatives. Re-
search is extremely valuable to management when it suggests
a change in direction.
Contribution of Marketing Research to Decision Making
So marketing research can identify what facts should
be considered in a marketing decision and how they related
to the problem. At a time when management faces the infor-
mation explosion which creates more data than they can
handle, marketing research can help them by providing only
the necessary information and facilitating management de-
cision making activities.
Also marketing research is familiar with the sources
of facts and can get what the management wanted and present
them promptly in a most meaningful form.
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Marketing research can make projections into the future
rather than just statistical analysis. Not merely project-
ing the statistical past, also value judgement was made
conclusions were reached, and opinions about future develop-
ments which either determine the precise action that should
be taken or reveal other courses of action which could be
followed was.formed by marketing research. Since decision
are based on judgement projection into the future, marketing
research, in this sense, is essential to better decisions.
As business environment growing more and more complex
while giant conglomerates and multinational corporations
are formed, top management decision making seems to narrowed
to approving or disapproving the recommendations of others.
Top management is increasingly more dependent upon marketing
research to supply conclusions and recommendations. Thus,
besides its information function, marketing research has an
expanding role of analytical function. 14
This analytical function implies the creative nature
of research that marketing research can discover new alter-
native courses of action and can do it effectively. Research
focuses attention on all possible courses of action which
otherwise would probably leave alone in case when decisions
are made on the basis of intuition. It is the very nature
of research that forces people to look at things they would
never have looked at otherwise and to question assumptions
14Keane, op.'cit., p.13.
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that would not otherwise have been challenged: research can
be a protection against complacency and a stimulus to imagi-
nation."15
Even if marketing research makes a minimal contribution,
it will provide decision makers better information about
their business environment.
Needless to say, if management wants to utilize market-
ing research to the utmost extent, research should be done
on a continous basis for providing management information
and creative ideas since management decision making is a
endless process. And as David K. Hardin, President of
Market Facts, Inc., once said, Marketing research, if it
is to be done at all, should be done early in the decision
process and done thoroughly. 16
CHARACTERISTICS OF MARKETING PROBLEMS
WHERE RESEARCH CAN APPLIED
Since marketing research can help management decision
making and satisfy its marketing intelligence needs, the
application of research to marketing problems is various.
However, it is desirable to deciding what type of problems
is susceptible to what type of research. The criteria, pro-
posed by Harry V. Roberts, are listed below.17 These
15Roberts,'op. cit., p.29.
10 David K. Hardin, Marketing Research - Is it Used or
Abused? Journal of Marketing Research, Vol. VI (May,1969),p.239.
17Roberts, op. cit.,pp.24-28.
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criteria carried with them the implicit assumptions that
general economic conditions, actions of competitors, and
other actions of the firm remain unchanged.
1. When the response to marketing actions is fast, mar-
keting research is easier to apply to the problem since the
effect of the marketing actions can be measured more easily
and promptly. For example, research in measuring the effect
of local or mail-order advertising is successful.
2. When the response to marketing actions is more easily
traceable, marketing research can be applied to the problem
more easily. This problem of traceability is a key obstacle
to marketing research, however, there are tools to cope with
it, e.g., selling stimuli such as national advertising can
be traced to relatively small geographic areas or relative-
ly short time periods if it cannot be traced to individual
customers.
5. In case the response to marketing actions is impossi-
be or uneconomic to measure, then marketing research will
be easier applied to the problem when there exists satis-
factory substitute responses which can be found. When
response take too long to manifest itself or is difficult
to trace to sales stimuli, it is highly desirable to seek a
substitute response highly correlated with buying responses.
Although it is hard to find validations, many research such
as copy research, advertisement rating, preference studies,
and many techniques of questionnaire design and psychological
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measuring have been evolved in response to the need for
finding valid substitute responses,
4. When experiment is economically feasible, marketing
research can be more easily applied to solve the problem.
Properly designed experiments are free of the difficulties
of interpretation which troubled observational studies.
Experiments, either as a one-shoot project or conduct con-
tinously, are useful and often done by businessmen. Only
for problems in which an all-or=none decision is necessary
is randomized experimentation out of the question. However
randomization over time is possible if the response to the
selling stimuli is rapid. Occasionally, experimentation
may be ruled out because the stimuli or its response is
seriously modified by the fact that an experiment is being
run.
5. In case where the problem cannot be economically
solved by experiments, marketing research has to turn to
observational methods. Although lack of evidence to support
observational methods, it seems that observational methods
which based on adequate theoretical knowledge are adequate.
Unfortunately, there exists relatively little theoretical
knowledge in marketing, and intuition must often replace
theory in the application of observational techniques.
Also when statistical allowance has been made for
disturbing variables which may obscure the relationship
being studied, observational techniques may be more adequate.
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This kind of statistical technique included cross-classifi-
cation, standardized averages, multiple regression, and
related techniques,
6. Finally in the case that the implicit assumptions
are relaxed, that is changes in general economic condition,
in actions of competition, and in other actions of the com-
pany do occur, marketing research is more difficult to
apply.
When changes, such as economic conditions, cannot
be avoided, forecasting is useful and marketing decisions
can be modified by means of economic theory. When changes
is in part influenced by the decision, research serves chief-
ly in supplying background facts while intuition and
experience play the most important'role.
in general, the task of research is easier for problems
which can be studied and solved independently of other pro-
blems since indirect effects do not have to be considered.
One of the responsibility of management, and research too,
is the break down of complex problems into smaller problems
that can be considered relatively independently of other
problems.
FUNCTIONS OF, MARKETING RESEARCH
The functions performed by marketing research departments
or marketing research agencies vary from company to company.
This is due to difference in their information needs. How-
ever, there are on the whole, similarities. A survey of
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1,703 business firms by the American Marketing Association,
1968 Survey of Marketing Research, groups marketing research
activities into the following major categories:18
Advertising research
Business economics and corporate research
Product research
Sales and market research
This survey emphasize on problem areas for which research
has been found useful,
Research Activities in United States
The research activities undertaken by business firms of
the 1968 Survey of Marketing Research is presented in Table
2.1. The percentages reflect the proportion of firms doing
research of a particular type. This survey found that the
most common activities were determination of market charac-
teristics, development of market potentials, market share
analysis, and sales analysis.
The survey found that differences existed between the
research activities of industrial and consumer companies
especially in consumer panel operations, studies of premiums,
coupons, and deals, test markets and story audits. Consumer
companies were more likely to undertake studies in these
areas than were industrial companies. However, in 27 out
of 34 research activities, the percentages of industrial
18Dik Warren Twedt (ed.), 1968 Survey of Marketing Re-
search (American Marketing Association, 1968).
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TABLE 2.1




Motivation research 32Copy research 38Media research 47Studies of ad effectiveness 49Other 13
Business Economics and Corporate Research
Short-range forecasting (Up to 1--yr.) 61
Long-range forecasting (Over 1 yr.) 59,Studies of business trends 60Profit and/or value analysis 53Plant and location studies 46Diversification studies 49
Purchase of companies, sales of divisions 45Export and international studies 41Linear programming 33Operations research 36PERT studies 29Employees morale studies 36Other
7
Product Research
New product acceptance and potential 63Competitive product studies 64Product testing 53
Packaging research design or physicalcharacteristics
45Other
6
Sales and Market Research
Development of market potentials 67Market share analysis
66 .Determination of market characteristics 69Sales analysis 65
Establishment of sales quotas, territories 56Distribution channels and cost studies 50Test markets, store audits 37Consumer panel operations 41Sales compensation studies 43
Studies of premiums, coupons, sampling, deals 32Other
5
Number of Companies Answering: 1703
Source: American Marketing Association
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and consumer companies engaging in these activities were
approximately the same.
Advertising agencies focused their activities upon
advertising, product research, and marketing analysis
publishers and broadcasters centered their efforts upon
media research, market share analysis, determination of
market characteristics, sales analysis, and development of
market potentials. About half of the reporting retailers
and wholesalers engaged in forecasting development of
market potentials, market share analysis, and sales analysis.
The survey also showed that firms without marketing
research departments engaged in research with much lower
percentages than those with research departments.
Types of Information Needed
oince we nave tocused on the information needed for
management decisions, the applications of marketing research
to business will be presented in terms of the needs for in-
formation. Marketing management needs information which will
assist in the following areas :19
1. Opportunity and planning. Under the current marketing
concept, marketing executive is responsible for keeping top
management informed about conditions and trends in the
principal markets of interest to the company. He should
seek help from researcher to supply in-depth information
related to the current market situation, market opportunities,
19Myers and Mead, op. .cit., pp. 27_59.
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and threats posed by unfavorable trends in environmental
factors affecting business or by the actions of competitors
which can help in shaping company policy and 'objectives.
The opportunity and planning information needed can be
summarized as follow:
a. Trends in domestic economy and their effect on
company's market.
b. Changes in customer purchasing patterns and rea-
sons of changes,
c. Future manpower needs in sales.
d. New and potential market opportunities and types
of products or services needed to serve them.
e. More efficient distribution channels and new
types of marketing institutions.
f. Opportunities of foreign markets and the inten-
siveness of international marketing efforts.
After the general directions and objectives have been
established, the problems of developing specific products
or services and specific marketing strategies can be dis-
cussed.
2. Problem solving. Marketing research can be useful
at four stages in the problem solving process:
a. In the identification and definition of the
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problem, including causes,
b. In suggesting alternative courses of action.
c. In determining the optimal alternative.
d. In testing the feasibility of the specific course
of action adontPc7 _
Marketing research is most important and frequent ap-
plied in solving problems. The principal areas of applicat-
ion include the following:
a. Product or service characteristics and desi n.
This includes the study of alternative new product
designs and of specific features, of packages and
colors, of the reason for poor sales performance,
of counter-measure to new competitive products,
and of pretesting the product.
b. Promotion decision. Marketing research should
play an important role in decisions relative to
future advertising,-personal selling, and other
promotional programs and in evaluating the ef-
fectiveness of past programs.. It can help to
determine the promotion budget and the allocation
of the budget the forms of promotion the spe-
cific product attributes and consumer benefits
to be featured in advertising and sales presen-
tations and converted into effective appeals,
themes, and formats the use of sales stimulants
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such as coupons, premiums, deals, and contests
for increasing customer traffic in retail stores
the media mix and the effectiveness of previous
advertising programs.
c. Pricing decisions. Price policies determine the
profits and revenue of the company and affect the:
attitudes of the middlemen and consumers, and the
marketing strategies of competitive companies.
Pricing decisions include price levels for new
products, penetration pricing or skimming pricing,
product-line pricing variations within a single
product, and the shape of demand curve for the
company's product.
d. Channel decisions. Management decisions related
to marketing channels include the extent to which
the manufacturer should assume the functions of
middlemen, types of middlemen to be used and the
coverage, level of discounts or commissions allowed
for middlemen, consignment sales, and special
inducements for encouraging middlemen.
e. Logistics decisions. Logistics include the physi-
cal functions of transportation, storage, and
material handling, and also activities relating
to the adjustment of product flow and supply to
market demand. The decisions include the number
and location of plants and warehouses, sizes and
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types of packing units for lowest cost and safest
delivery, forms of transportation, and quantities
of various goods stored.
3. Orientation and control. Marketing research, as the
watchdog function of marketing, keeps abreast of current de-
velopments and provides top management with a steady supply
of the information required for general orientation and for
control. The decisions include the determination of current
sales and/or market shares for each product line, geographi-
cal area, and major customer type, coverage over various
markets or geographic areas, corporate image among present
customers, potential customers and distributors, and the
popularity of the product.
4. Promotion appeals. Research for promotion is used
for obtaining favorable information that can be publicized,
that is, used for preparing advertisements or other pro-
motional materials incorporating the research findings.
This kind of research is different from promotion research
which is designed to assist planning, implementation, and
evaluation of promotional efforts. Research-for-promotion
studies emphasize the following types of information:
a. Statistical data indicating the firm'-.s leadershij
in total sales volume, gain in market share, or
other aspects of superiority in the market.
b. Product performance or in-use tests, where the
products' superiority over competition is evident
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and the results merit publicizing.
c. Market studies which indicate a marked consumer
preference for the firm's offerings or the firm
itself (its image),
Companies are increasingly using research for indirect
promotion in order to develop and maintain a favorable cor-
porate image among the business community, government
officials, and the public generally, to make the firm more
attractive as a working place for skilled professional
personnel, to attract investment funds, and to facilitate
mergers and other expansion programs. They usually finds
it desirable to employ the services of famous research firms
to do research for publication to enhance its reputation
with clients, purchasers, investors, and government officials.
This is especially useful when the company is a giant con-
glomerate and social responsibility becomes one of its
objectives.
5. -Legislation and litigation. Marketing research
often is an. important weapon for business companies which
are involved in certain types of legal proceeding or are
called upon to make formal presentations before regulatory
bodies. It is used for providing information necessary to
influence legislation favourable to the company, securing
charters for bank or saving and loan branch locations se-
curing real estate zoning changes, supporting merger appli-
cations, developing data relative to trademark or patent
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infringement, defending the company against fraudulent
claims, supporting labor negotiations or formal arbitration
proceedings, etc.
All this are only a small part of the applications of
marketing research in business firms which can be expanded
almost without limit,
INDEPENDENT RESEARCH AGENCIES
Outside independent research firms are an integral
part of the marketing information system for business firms
of all types, sizes, and including segments. 20 They, tool
perform the activities described above as the marketing re-
search departments in business firms do. The users of their
services mostly are the medium-sized and larger consumer
products and services firms, where research is generally
used more and more and where marketing information services
are more fully developed.
Besides performing the functions as stated above, out-
side research firms contribute to management decision making
by providing:
1. Specialized equipment, instrumentation, or technical
skills which most internal research departments lack.
2. Continous information sources which otherwise would
be much more expensive or even impossible for a company to
develop alone.
20 Myers and Mead, op. cit. p.135,
38
3. Research that is unfamiliar to the company's inter-
nal researchersonnel_
4. Unbiased authentication for company claims.
5. Unbiased judgement for the company's product or
marketing efforts with professional standards.
6. Fresh ideas and experience beyond the resources of
most internal company research personnel.
A survey of marketing research in Canada showed that
outside consultants were employed mainly to supplement the
market research skill and manpower of the company's own
staff. Other reasons included the desire for anonymity, to
obtain objectivity of analysis, and an-independent check on
data...... They (the independent research agencies) felt
that the important advantage they offered besides those
mentioned was reliability of information and familiarity
with the subject when the study to be-undertaken was in a
field where the client had little background, ,21
CONCLUSIONS
Under marketing concept and the uprising of consumerism,
marketing starts with the consumer. Through marketing re-
search we must find the often inarticulate needs and wants
of customers. We must then interpret the results of research
to its users, Since Today the consumer is a complicated,
21John F. Goudey, Market Research: The Key to Survival
in the Canadian Chemical Industry, Chemistry in Canada (Feb.,1967), p.3.
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emotional, irrational, confused individual with a very short
memory. Predicting the behavior of this marketing animal
entails a variety of disciplines, including economics but
embracing also social psychology, logic, sociology, and
psychology, plus the analytical disciplines of statistics
and operations research.22 And we must analyze the effec-tiveness ac-
tiveness of the marketing process by marketing research to
determine whether the needs and wants of consumers have been
satisfied. As Dietz Leonhard says, The alpha and omega of
marketing is the consumer attitude the beginning and end
of marketing management is marketing research.23 Marketing
research, both as an informational tools of marketing and a
creative analytical weapon to business management, is im-
portant for effective decision making.
In next chapter, we will describe the methodology of
this S t1l (9 IT
22O'Dell, The Marketing Decision, op.cit.,p.17
23.Dietz Leonhard, The Human Equation in Marketing Re-




The purpose of this chapter is to explain the methodo-
logy used in this study and clarify some of the problems
faced during the research process. The chapter will con-
sider the design of the inquiry, the sample design, the
questionnaire design, and the method of analyses to be used.
The data on which this thesis is based were obtained
mainly from personal interview with executives of seven
marketing research firms and a special mail survey of 43
executives of companies operating in Hong Kong.
To focus the study on issues relevant to the functions
and role of marketing research firms and to identify topics
for the mail survey, the author, first interviewed in depth
the top management of two marketing research firms, Research
Director of Trade Development Council and five other compan-
ies. Ideas from these sources, plus information obtained
from the literature, provided the basis for the questionnares.
DESIGN OF THE INQUIRY
In Hong Kong, the use of marketing research is still
in an exploratory stage, and surveys of the marketing re-
search industry are few.1 Besides there is no secondary
data on this industry.
1Except a few such as Survey Techniques Used in Hong
Kong Marketing Research by Sui Lau Unpublished Master's
Thesis, the Lingnan Institute of Business Administration,
the Chinese University of Hong Kong, 1970).
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Secondary Data
In order to assemble relevant secondary data, a review
of the holdings of the public, the institutional, and the
universities libraries was made. However, it was found that
no previous work had been contributed on the marketing re-
search industry in Hong Kong.
In a personal interview with Mr. A. N. Tang, Chairman
of the Market Research Society of Hong Kong, he confirmed
that except for a few news and short articles published in
local newspapers and magazines, there were no relevant secon-
dary data.
Survey
Since there existed no secondary data which was useful
to the understanding of the functions and role performed by
marketing research firms in Hong Kong, this study thus
emphasizes the collection of primary data.
The first segment was a study of seven marketing research
firms by means of personal interview with a structured
questionnaire. This questionnaire was set up to facilitate
the interview relating to the perception of role and funct-
ions of research firms, besides this questionnaire,
unstructured questions were asked for collecting information
relating to the history, services and facilities of the
individual marketing research firms.
The second portion was a mail survey of subsidiaries
and affiliates of multinational corporations in Hong Kong
and the larger manufacturing and non-industrial (trade)
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companies in Hong Kong. This part of the study analyzed the
perception of these companies as to the role and functions
of marketing research firms.
SAMPLING DESIGN
Seven research firms were interviewed and 188 question-
naires were sent out to other companies.
Research on Marketing Research Firms
1. Description of population covered. The survey on
research firms was intended to cover those companies which
conducted industrial and/or consumer marketing research,
and provided facilities for companies' organizations govern-
ment agencies, or individuals either on project basis or
continous syndicated service basis.
Thus, the organizations covered included:
a. The independent marketing research agencies,
either local independent companies or subsidiaries
or affiliates of foreign companies.
b. Advertising agencies which had an independent
research department providing marketing research
services to clients.
c. The publishing companies doing marketing research
for other companies.
2. Size of sample. A list of 18 companies providing
marketing research service for a fee were selected from the
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members of the Market Research Society of Hong Kong, Hong
Kong Telephone Directory, and the 1971 Hong Kong Kompass.
In order to make sure these companies fir the above
stated classification, an exploratory telephone survey was
conducted. The. survey found out that some of the companies
did not or ceased to provide marketing research service to
its clients although they still-advertised in the Telephone
Directory they had the facilities, others had shifted to
other kind of business, and one had closed down its business
in Hong Kong.
One of the companies which provides marketing research
service to client could not be contacted during the survey
period of this research because though it'kept its office
in Hong Kong yet it was always empty. A local business
magazine confirmed that its activities had gradually tapered
off after the survey period. 2
After the exploratory survey, seven companies were
identified as the major vendors of marketing research services
in Hong Kong. These were all contacted and interviewed.
So this study is, in fact, covered the whole population of
marketing research firms. A detailed description of each
of them appeared in Chapter 4.
Research on Business Firms
In order to find out what other business executives
2Memos, Fareastern Economic Review (April 2, 1973),p.34.
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thought of the service of marketing research firms, a re-
search on the other side was desirable. So a study with two
samples was conducted after the personal interviews on mar-
keting research firms.
1. Description of population covered. Since a survey
on business firms covered all the companies registered and
operating in Hong Kong, the population of this study is all
the companies in Hong Kong. The Department of Commerce and
Industry did not have this kind of information so the author
had to turn to other sources. Fortunately, the Labor Depart-
ment had conducted a manpower survey during 1972, and had
compiled two books of tables, one was the Statistics on Re-
gistered and Recorded Industrial Undertaking Classified by
Industries and Number of Employees as in March 1972, and
the other one was the Distribution of Private Non-Industrial
Establishments in-Selected Trades and Services According to
Employment Size and Location as in November 1971. The later
one was revised in November 1972 but the data had not yet
published. This population covered all the companies re-
gistered and operating in Hong Kong including the list of
clients stated above.
There are a total of 13,547 trade and services establish-
ment and 19,474 registered industrial undertakings in 1972,
that is to say 33,021 establishment are the universe of this
study.3
3Note that the study done by the Labor DepartmentY did
not included all the non-industrial firms, and that the study
was-:.done::on establishment basis instead of on company basis,
45
2. Size of sample. As a result of the interview of the
the seven marketing research firms, the author found that
the company most likely to use the service of a marketing
research firm was the larger firm and the consumer firm.
So the author stratified the sample to only those larger
companies as in Tables 3.1 and 3.2.
In these two tables, the industries included are the
import and export business, all kinds of transportation,
insurance, manufacturing industries, public utilities, con-
struction, wholesale and retail trade, and storage and com-
muniication.
In order to insure that the respondents represented both
users and non-users of the marketing research firms, about
equal number of clients of research firms were selected to
represent the users.
A list of clients were constructed from the name list
given by marketing research firms. Only those which are
private and have offices in Hong Kong were included in the
list. Futhermore, only those for.which addresses could be
obtained were included.
The sample of clients was objectively chosen as 100 in
order to represent the users of research service since most
of the users of.research service were international com-
panies which had smaller offices in Hong Kong and were not
likely to be included in the non-users list.
As can be seen from Table 3.1 and 3.2, the samples for
industrial undertakings and non-industrial establishments
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TABLE 3.1
SAMPLES SELECTED : TRADE SERVICES






Source : Computer printer-out of Employment and Vacancies
Statistics, November, 1972, Labor Department,
Hong Kong, January, 1973,
TABLE 3.2
SAMPLES SELECTED : INDUSTRIAL UNDERTAKINGS






Source : Statistics on Registered and Recorded Industrial
Undertakings Classified by Industries and No. of
Employment as in March 1972, Labor Department,
Hong Kong.
47
were 50 and 61 respectively. But since there were some
duplication with the list of clients, and some state-owned
companies which were unlikely to use research service, the
number of samples for industrial firms was narrowed to 47
and for non-industrial undertaking, 45. That is a total of
92 samples for non-users.
The sources of name of top executive and address of
company, besides the computer print-out of Labor Department,'
were obtained from membership directories of chambers of
commerce and other trade organizations, Blue Book 1967, Red_
Book 1971 , The Hong Kong $ Directory-19729 1971 Hong Kong
Kompass, and publications of foreign consulates and trade
commissions-
3. Sample-actually achieved. Due to error of address
and misunderstanding, 3 questionnaires sent to the clients
and 1 sent to other companies were returned. Since it was
a small percentages, no additional questionnaires was sent
out as substitutes. In fact it was impossible to find other
substitutes because the list of clients and other firms
classified for survey was exhausted.
The questionnaires were sent out at February 16, 1973
with an introductory letter to the senior executive.4 At
March 20, 1973 a total of.32 replies from clients and 22
replies from non-users were received. The responses rate
4A copy of the letter is attached as Appendix 1.
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was 32.99% for clients if we took 97 as the total elements
of the sample, while the response rate was 24.19% for non-
users if we took 91 as the total elements of the sample.
The total response rate was 28.72%
After screening, only 26 out of 32 response from
clients, and 17 out of 22 from non-users, were used for analy-
sis. This reduced the response rate to 22.87%. The reasons
for not using the replies were their failure to complete
Questions 5, 6, 7, and 9 which are the most important parts
of the study. Also only 10 out of 17 respondents from the
non-user group answered Questions 5, 6, and 7, and thus used
for analysis and comparison with users' answers.
4. Reasons for using mail survey, There are three main
reasons:
a. Time. The author had a limited amount of time
to concentrate on this survey. Only mail survey
could shorten the time required to gather the
necessary information. Contact and personal
interview with each of the respondent is time
consuming.
b. Cost. Mail survey not only shorten the time re-
quired but also minimizes the costs of collecting
data. Mail survey has long been recognized as a
low-cost research technique.
c. Bias. Interviewer bias was eliminated from
49
responses since the important part of the quest-
ionnaire consisted of attitude scaling items.
Also some of the questions could not be answered
by the respondents without consultation with
others or without reference to records, a mail
questionnaire gave him the opportunity to obtain
the information,
QUESTIONNAIRES DESIGN
Two sets of questionnaires were used in the study. The
first set was prepared for the interview with the marketing
research firms, while the other was for the mail survey to
the business firms. As mentioned before, the questionnaires
were based on intensive search in local libraries, depth
interview with top executives of marketing research firms,
Trade Development Council, and information obtain from liter-
ature.
Pre-test
After the questionnaires have tentatively set up, a
pre-test was made to test their validity.
The questionnaire to the marketing research firms has
been tested with two research personnel. They suggested
that Question 7 should be changed into ranking type instead
of the original Likert style scaling type since all of the
respondents would check 1 for most important to show that
they were the first-rate researcher. So instead of scaling,
this question was changed to ranking type.
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They also suggested Question 8 to be shortened by
grouping similar functions or services together. This would
enable the respondents to reply more easily.
As for the questionnaire for business firms, a pre-test
was conducted using four firms. The result was generally
satisfactory. They suggested Question 8 should try to get
more information from those who had never used export market
research before, i.e., where do they get the necessary
information for export.
Questionnaire for Marketing Research Firms
The questionnaire for the marketing research firms
tried to obtain the following information:
1 . Company information:
a. Year established in Hong Kong,
b. Number.of employees,
c. Research techniques used,
d. Number of projects completed.
2. Self-perception of role and functions performed.
3. Kinds of research actually conducted and what they
perceived to be most needed.
4. Export market research service.
5. Personal data of respondent:
a. Position,
b. Number of year of service,
c. Number of year staying in Hong Kong,
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d. Number of year working in marketing or marketing
research,
e. Academic training in research.
A questionnaire for marketing research firms was shown
in Appendix 2.
Questionnaire for Users and Non-users of Research Services
The questionnaire for other business firms tried to
obtain the following information:
1 . Company information:
a. Number-of employees,
b. Industrial classification,
c. Whether the firm has a marketing or marketing
research department or not,
d. Whether the service of any marketing research
firm was used.
2. Perception of role of marketing research firms.
3. Perception of the effectiveness of marketing research
firms.
4. Export market research information.
5. What kinds of marketing research is actually done
by the firm and what are the most needed research
activities.
6. Information about respondent:
a, Position held,
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b. Number of year in this position,
c. Number of year working in marketing or marketing
research.
A sample of this questionnaire was attached as Appendix
3.
FORMAT FOR DATA ANALYSIS
One of the most important feature of this study is that
the perception of users and non-users towards the service
of marketing research firm were compared. The way to
identify whether the respondent as user or non-user was by
Question 4, asking whether the company has ever used the
service,
The Kolmogorov-Smirnov Two-Sample Test was used to com-
pare the perception of users with the perception of non-users.
Siegel had indicated that this test has high power (about
96 percent) for small samples and that is seemed to be more
powerful in all cases than either the chi-square test or the
median test, especially in the case of small samples with
ordinal scale measurement.5
This test is concerned with the agreement between two
sets of sample values. If the two samples have in fact
been drawn from the same population distribution, then the
cumulative distributions of both samples may be expected to
be fairly close to each other, inasmuch as they both should
show only random deviations from the population distribution.
5Sidney Siegel, Non arametric Statistics for the Be-
havioral Sciences(New York: McGraw-Hill Book Co., Inc.,
1956), p.136.
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The hypotheses for analysis of Question 5 and 6 of the
questionnaire to business firms are stated as follows and
hold true for all items,
The null hypothesis may be stated as
H0: there is no difference in the perception toward
marketing research firms between users and non-users.
The alternative hypothesis may be written as
Hthere is difference in the perception toward market-
ing research firms between users and non-users.
The steps of analysis are:6
1. Arrange each of the two groups of scores in a cumul-
ative frequency distribution.
2. Calculate the difference between the two sample
cumulative distributions for each listed point.
5. By inspection, determine the largest of these dif-
ferences this is D.
B = maximum Sm(X) - Sn(X)
4. The method for determining the significance of the
observed D depends on the size of the samples. For a two
samples m /.n,,critical values of D at 20 percent level of





1William J. Conover, Practical Non parametric Statistics
(New York: John Wiley Sons, Inc., 1971 , pp.400-401.
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If the observed value is equal to or larger than the criti-
cal value determined by the above formula for 20 percent
level of significance, H0 may be rejected at 20 percent
level of significance, that means the users and non-users
of the services of marketing research firms have a different
view toward the research firms.
As for the internal consistency-of these perception,
the answers of the users and non-users will also be divided
into two groups accordingly,-- and means and variations will
be calculated to indicate whether they are consistent in
their view or not.
We will describe the services and facilities provided
by independent marketing research agencies in the next




MARKETING RESEARCH FIRMS IN HONG KONG:
AN INTRODUCTION
In order to show the services and facilities provided
by marketing research firms in Hong Kong to business firms,
a description of each of the.-research firms studied is made.
This includes Business International Asia/Pacific Limited,
Cathay Research of Cathay Advertising Limited, Far East
Research Organization Probe Private Limited, International
Research Associates (Asia) Limited, Mobius, Inc., Survey
Research Hongkong Limited, and Trans-Market Research Limited.
Business International Asia/Pacific Limited conducts in-
dustrial marketing research while the rest perform mostly
consumer marketing research. Although the usual research
method used by them is the same, personal interview, Busi-
ness International uses unstructured depth interviews, on
the other hand, the other six companies use structured
questionnaires for personal interviews. In any case, all
of them provide a comprehensive series of services and use
similar research methods, priniciples and practices.
These seven organizations were selected not because of
the similarity of presentation, principles, and practices
but because of their diversity and their sole commitment to
marketing research. Unlike other comapnies which only do
research incidentally or.one or twice a year, they are doing
and providing research services as their major or sole
business function.
56
The primary methods of obtaining inforaation about
these organizations were by personal interviews with their
top management, reading a series of newspaper articles, and
studying the pamphlets and brochures provided by the organ-
izations. Thus, no conclusion or suggestion is made to
determine the suitability of different organization for
different types of research studies.
Although the author tries his best to be neutral and
objective, since the information received is of a promotional
nature and may biased the content of this chapter, readers
are advised to use their own judgement on the effectiveness
of these various organizations. Also the length of the
description does not reveal anything about the effectiveness
of each firm, but only the time and material they gave to
In n n l l + ti, /l -Ya
BUSINESS INTERNATIONAL ASIA/PACIFIC LTD.1
Business International Asia/Pacific Ltd. is the Far
East regional office of Business International Corporation,
a unique and independent research, publishing and advisory
organization serving multinational corporations and those
who serve and manage them.
History
Business International Asia/Pacific Ltd. was incorpo.
rated in Hong Kong in April 1970. Among other things, the
1Data was obtained by personal interview with Miss
Marguerite Wilkins, Research Director, Business International
Asia/Pacific Ltd. and from BI's publications.
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objects for which the company is established are:
1. To conduct and carry on a general market research,
analysis, business consultations and other facilities for
research and for holding seminars, conferences, conventions,
of economic, financial and other developments
2. To provide services in all parts of the world as
managers, consultants, marketing and technical advisers,
investment advisers or administrators, amrket researchers
and analysers, seminars or conference or convention organi-
zers and promoters to any company, firm or person carrying
on any trade or business of any description on such terms
and conditions as may seem desirable
3. To develop, provide and conduct methods or
techniques of marketing and research, business administra-
tions, practices,'controls, investments, business and
industrial enterprises and opportunities and all such other
services as may be-necessary or incidental thereto as the
Board of Directors may from time to time determine.2
Originally, Business International (BI) was a publish-
ing company reporting news from abroad to U.S companies with
overseas investments or contemplating such investments.
Later as more and more readers wanted additional information
besides the news features that interested them, BI started
2Business-International Asia/Pacific Ltd., Memorandum
of Association,(April 17, .1970), pp.1-2.
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doing research to provide in depth special reports for its
readers. Today even though BI has previously made no rele-
vant publication, it is willing to do any kinds of industrial
marketing research ranging from small inquiries to large
scale industrial studies, from desk research to in depth
research for its clients. Basically, its research begins
where its publishing system leaves off.
Research Services
Generally, the research that BI undertakes on behalf
of its clients falls into one or more of four major catego-
ries:
1. Environmental studies. This includes a careful
investigation of laws, regulations, government practices
and corporate responses, and of political forecasts and
economic trends that ought to be taken into consideration
before a company makes any management, marketing, or
investment decisions. Often this kind of information helps
the client to decide what form the investment ought to take,
and its timing, besides giving the factors and key infor-
mation that affects the client's judgement. Examples of
this type of research are forecasts of economic and poloti-
cal condition, analysis of individual industries, rules of
competition, capital sources and costs, forecasts of ex-
change rates, product standards, transportation and freight
methods and costs, tazation policies and analysis, labor
costs and forecasts, data on possible plant and office
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location - and searches for specific sites, attitude of
government toward client's proposed program, etc.
2. Corporate practice studies or management technique
studies. Since the problems faced by multinational corpo-
rations are often the same, the studies of policies and
practices would be extremely valuable to some other multi-
national corporation which has not had the same experience.
So in terms of its client's requirements, BI prepares the
case histories of corporate practices of multinational
companies for.the client to study. These kinds of studies
include studies in corporate and management organization
personnel compensation and fringe benefits sharing owner-
ship of subsidiaries, of holding comapnies, and of parent
corporations foreign acquisition techniques intercompany
pricing international reporting, accounting, auditing, cash
management, corporate planning, purchasing, public relations
and advertising practices and methods etc.
3. Industry studies. This includes market research,
sales operations and distribution studies, and studies of
acquisition, joint ventures, or foreign licensing.
a. Market research. This includes analysis of
market size, determination of the characteristics
of the market, studying relative market profita-
bility, estimating demand for new products, as-
sessment of the competition and market shares,
studying trends in market size, sales forecasting,
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etc. BI's market studies cover all products in
all areas, with the exception of highly technical
studies and house-to-house consumer sampling, and
focuses on market characteristics and potential
for specific products and services in specific
markets.
b. Sales operations and distribution studies. This
includes price and competitive pricing studies,
evaluating present and proposed sales methods,
sales compensation studies, evaluation of the
present distribution system for a product, trade
discounts and markups, most effective means of
local distribution, selected distributor per-
formances, candidates for distributorships, etc.
c. Studies of acquisition, joint ventures, and
licensFor purposes of possible acquisitions
joint ventures, or transnational arrangements
between two or more firms, information on indi-
vidual corporations is required. This includes
the identification of potential candidates in
relation to market performance, market shares,
management assessment, financial history, candi-
dates for acquisition or joint venture, and
search for licensee or licensor.
4. Research preparatory to conferences and negotiations.
When its clients want to hold their own conferences and
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in-house seminars, BI's skills in preparing briefing papers
for roundtables and organizing conferences may be utilized
by them. BI also helps its clients with important negoti-
ations with governmental agencies and trading organizations.
But its responsibility is only preparatory and advisory.
Personnel and Facilities
Since the nature of research done by BZ is quite differ-
ent from other local marketing research firms, the research
method it employs and the facilities it,provides differs
from them too. BI utilizes desk research and personal
interviews which average about thirty to fifty in depth
interviews per major industry study. In order to maintain
its accuracy and objectivity, BI has a world-wide net-work
of researchers and keeps contact with governments and
organizations throughout the world besides three research
libraries and documentation centres.
BI. maintains its own area and functional specialists,
its own field staff in 14 cities, and has representatives
and correspondents in more than 60 additional countries
throughout the world. BI employs nearly 200 people full-
time, half of which are stationed outside the United States.
In Hong Kong, BI has 25 full-time staff. Under the Director
of Research and Editorial is a research director, two senior
analysts, two junior analysts, a librarian and two assistant
librarians.
In addition, BI maintains research libraries and docu-
mentation centres in Geneva, Hong Kong and New York. In
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Hong Kong, its library contains corporate, historical, fi-
nancial, economic, social and political information. It
has more than 280 current periodicals, official journals and
bank reports, 180 year-books and directories, dozens of
daily newspapers, and some 4,000 files on both companies and
countries in the region.
Also, BI maintains contact with other information
sources, such as libraries, government officials, multi-
national corporations and their affiliates and other pro-
fessional organizations around the world,
BI also furnishes current and reference information by
its weekly reports(Business International, Business Europe,
Business Latin America, and Business Asia)., updated refer-
ence services(Investing, Licensing and Trading Conditions
Abroad, and Financing Foreign Operations), research reports,
management monographs, and master key index.. It provides
advisory service to international managers and corporations
for problem solving and decision making, organizes in-house
seminars for solving international management problems and
executive development, and holds roundtables for inter-
national corporations and governments.
The major clients of BI are multinational corporations
headquartered in North America, Europe and Japan, and govern-
ments and international agencies. They either use BI as an
alternatives or a specialized extension to their own staffs.
The trend is that more and more of its researches are con-
cerned with Japan or are undertaken for Japanese clients.
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CATHAY RESEARCH3
Cathay Research is an independent department of Cathay
Advertising Limited, an international advertising agency
with offices in Far East, North America, Europe and Aus-
tralia.
History
Although Cathay Advertising was incorporated in Hong
Kong in January 1963, it was not until April 1970 that it
established Cathay Research as an independent department-
for research. One of the objectives for which Cathay
Advertising Ltd. was established is to make, give, under--
take, carry out and provide market surveys, technical busi-
ness information, cost investigations, organization assist-
ance, surveys for the purpose of assessing existing or pro-
jected business and industrial organizations of all kinds
and all other kinds of survey and research whatsoever, to
provide consultation, promotion, exploitation, lay-out,
investigation, integration, design and assistance in public
relations and all matters relating to advertising, industry,
trade, business and finance.4
Today, Cathay Research has three other offices in the
Far East region, i.e. Bangkok, Singapore, and Kuala Lumpur.
3Data obtained from correspondent with Mr. Daniel Chan
Assistant Executive of Cathay Research and by personal in-
terview with Mrs. Nora Smith, Executive of Cathay Research.
`Cathay Advertising Ltd., Memorandum of Association(Jan. 31, 1963), pp. 1-2.
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Since it is the newest to enter this field, its service is
limited to communications research and for its advertising
clients only.
Services
Cathay Research specializes in qualitative research
which seeks to explore and reveal the conscious or sub-
conscious attitudes and needs that motivate consumer be-
havior, and to assess possible consumer reactions to audio
or visual stimuli. For this type of research it normally
employs non-directive technigues such as group discussions
or individual unstructured (depth) interviews. While the
group discussion has the advantage of free interpersonal
and social interaction within the group, the extanded
individual interview provides a viable atomshere for depth
probing on more private or initimate subjects.
Cathay Research only does selective or discriminate
research for its clients. That is, it does research for
clients who are presently using their advertising services.
Thus, what it does mostly is advertising research or
communication research, or as Mrs. Smith termed it, creat-
ive research.
Although qualitative research is its specialty, it
also sometimes carry out quantitative research (statistical)
market research) to meet the special needs of its clients.
This includes the studies of market size, determining the




Cathay Research is still a relative small research
division with only five full time staff but it is con-
tinuing to seek for more research staff and experts. At
present, it is trying to hire more interviewers and execu-
tive in order to expand its scope of services.
FAR EAgT RESEARCH ORGANIZATION PROBE PRIVATE LTD5
Far East Research Organization is an international
research organization with headquarter in Singapore. It
has two branches in Kuala Lumpur and Bangkok besides the
one in Hong Kong and has associates in Tokyo, Seoul,
Philippines, India, Djarkarta, Taiwan, Saigon, Australia
and London.
History
Far East Research Organization Ltd. was established
in Hong Kong in December 1961. It is the oldest marketing
research firm in Hong Kong. Later Far East Research
Organization Ltd, changed its name to Far East Research
Organization Probe Private Ltd.
The objects of Far East Research Organization (FERO)
is to carry on business as market research consultants
including market surveys, direct mail and other means incid-
ental or conducive to the business of'market research,
Data obtained from Mrs. Esther Hookhan, manageress
of Far East Research Organization Probe Private Ltd. bypersonal interview.
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advertising contractors and agents in all forms and in all
media including that of radio, television,and cinematic.6
Services
Although FERO also does industrial marketing research,
the kind of research conducted by it is mainly consumer
marketing research. It has done research on products
including new product acceptance studies, determining pre-
sent or new uses of products, comparative studies of
competitive products, packaging and design studies, simpli-
fying product line, determining sources of customer dissatis-
faction and test-marketing.
Research on markets for consumer products includes
market size analysis, characteristics of markets, relative
market profitability, demand for new products, trends in
market size and composition, and sales forecasting. These
kind of studies are called feasibility studies by Mrs.
Hookhan, i.e. to study whether one product is suitable for
a specific market, The studies are mainly on house-hold
appliances, soft-drink, cigarettes, etc.
Examples of services performed are the tourist research
study and the brand barometer. The tourist research study
is contracted annually by the Hong Kong Tourist Association
for getting more information about tourists visiting Hong
Kong. FERO collects information from tourists about their
blar East Research Organization Probe Private Ltd.,
Memorandum of Association (Dec. 22, 1961)2 p, 1.
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motivation for visiting Hong Kong, what they did in Hong
Kong, how much they spent, what they spent on and whether
they think they received proper value for their money, their
suggestions, etc. Since Hong Kong is heavily dependent on
tourists(revenue from tourism for 1972 amounted to about
HK$2,000 million), this study can help the Hong Kong Tourist
Association formulating well-coordinated plans to attract
more tourists and boost Hong Kong's tourist industry.
The brand barometer is a syndicated service provided
by FERO and is operated on a annual subscription basis of
which reports are sent to subscribers about 14 times per
annum. Its object is aimed at estimating the percentage of
households using consumer household products, market share
of each brand, the shifting of market shares between brands,
and the reasons for users to change brands. The products
include detergent, shampoo, tooth paste, powder, and other
household products.
In addition, FERO also does research on sales methods
and policies including pricing, selling, distribution, pro-
moting, etc., research on advertising including competitive
advertising, selection of media, evaluation of advertising
effectiveness, motivation research and copy research, and
others such as forecasting, plant and offices location
studies, etc.
Personnel
In Hong Kong FERO is managed by Mrs. E. Hookhan assisted
by a senior research executive under whom two field
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controllers supervised all the the interviewers. Since
personal interviews are extensively utilized by FERO, it
has maintained a large group of interviewers.
INTERNATIONAL RESEARCH ASSOCIATES (ASIA) LTD7
International Research Associates (INRA) is a 65-
country research network capable of fulfilling most kinds
of marketing, media, or public opinion research projects.
It was established shortly after World War II to provide
marketing and opinion research in the major markets around
the world.
History
International Research Associates (Asia) Ltd. was in-
corporated in Hong Kong in May 1967 as an independent com-
pany of INRA. One of its objects is to to conduct market
surveys, public opinion and attitude studies, consumer and
test-market surveys, and other studies, on the company's
own behalf and on behalf of clients in the fields of business,
industry, and government, and on behalf of public and pri-
vate organizations such as foundations, institutes, associ-
ations, universities and colleges, and other clients, and
to provide consultancy services in the fields of business,
management, statistics, economics, investment, science and
7Data obtained by personal interview with Mr. Leo
Murra , Vice-President of International Research Associates(Asia Ltd., and from INRA's brochure.
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technology, and the like.8
INRA was founded in 1945 for the purpose. of building
an alliance of research professionals to make modern re-
search science and techniques accessible on a multinational
basis. In recent years, INRA has conducted many research
studies which are multinational in scope involving simul-
taneous administration of research in several countries in
different parts of the world. Each INRA associates has a
grasp of its own marketing area thus, the various INRA
associates have the advantage to a potential client of
having worked together on marketing and opinion problems in
other areas.
INRA has offices in 30 countries in America, Europe,
Asia, Australia, Africa and the Middle East, and interview-
ing facilities in 35 more. INRA-Asia has offices in Tokyo
and the Philippines besides Hong Kong. However, it also
conducts survey in other Far East countries such as Taiwan,
Korea, Singapore, Malaysia, Indonesia, Thailand, and India.
Research Services
What INRA-Asia conducts is basically consumer marketing
research. Broadly grouped, the kinds of research done by
INRA-Asia are listed under the following categories:
1. Product research. This includes consumer needs
research, product concept testing, new product research,
8International Research Associates (Asia) Ltd., Memo-
randum of Association (May 4, 1967), p.1
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product acceptability studies, determining present or new
uses of products, comparative studies of competitive pro-
ducts, package acceptability research, extended in-home use
testing, determining sources of customer dissatisfaction,
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2. Consumer market research. This includes general
market surveys to analyse market size and the characteristics
of markets, consumer attitude research, product image re-
search, estimating demand for new products, studying trends
in market size and composition, market segmentation studies
and sales forecasting.
3. Sales and distribution research. This includes
price and competitive pricing studies, evaluating present
and proposed sales methods, dealer surveys, simulated market
condition studies, test market assessments, ad hoc store
audits, distribution systems research, sales analysis, sales
force effectiveness studies and studies of promotional
devices such as coupons, premiums, and trade discounts.
4. Advertising and media research. This includes
analyzing competitive advertising and selling practices,
pre- and post-testing advertisements, advertising campaign
research, advertising effectiveness research, visual com-
munications research, media audience surveys, multi-media
studies, editorial research, copy research and motivation
research.
INRA is doing a tourist research in 12 cities of the
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Far East including Tokyo, Osaka, Hong Kong, Jakarta, Bang-
kok, Manila, etc.
Personnel
INRA-Asia was founded by Dr. Gearge H. Hodel, an
American social scientist and psychiatrist. Its Hong Kong
office is managed by Mr. Leo Murray since 1968. It has
ten full-time staff who responsible for field work, sample
design, tabulation and analysis. It is INRA's policy to
seek creative, individual treatment for each research pro-
blem, through all stages of planning, design, data collect-
ion, analysis, and presentation of decision-oriented
findings.
The clients of INRA-Asia are mostly multinational
corporations.
MOBIUS, INC. 9
Mobius, Inc. was first organized in Hong Kong in 1969
by Dr. J. Mark Mobius. it conducts research in Korea and
other Soutn East Asia countries.
Mobius is managed by Dr. Mobius as Managing Director
and assisted by his research assistants. Since Mobius is
relatively. small, it conducts research on project basis.
Mobius does both industrial and consumer marketing
research. It has done research on new product acceptance,
studies of competitive products and packaging and design
yPersonal interview with Dr. J. M. Mobius, Managing
Director of Mobius, Inc.
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studies.
On the studies of markets, it has performed analyses
of market size, determining characteristics of markets,
studying relative market profitability and estimating
demand for new products, etc.
Mobius also conducts research on pricing, selling,
distribution, selection of media, evaluation of advertising
effectiveness, purchase of companies and export market
research.
Recently Mobius has done research on textile industry
to measure its market potential and local competition, . re-
search on material handling equipments to find its demand,
potential market, government regulations, and distributors.
(dealers) in South East Asia, and also land research.
Stock market information service is also provided by Mobius.
SURVEY RESEARCH HONGKONGLTD10
Survey Research Hongkong Ltd. (SRH) was organized in
1965 in Hong Kong as an independent member of the Survey
Research Group. The Group which has its headquarter in
Kuala Lumpur has four more independent branches in Djakarta,
Philippines, Singapore and Bangkok besides SRH in Hong Kong.
Research Services
SRH performs mainly ad hoc, single-client consumer
marketing research but offers some syndicated services also.
UData obtained by personal interview with Mr. Evan C.
Blauvelt, Manager of Survey Research Hongkong Ltd.
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SRH conducts three major types of research, namely:
1. Research on products or services. This includes
studies on whether the product concept is appropriate, what
are the potential users, determining sources of customer
dissatisfaction, and on packaging and brand names.
2. Research on markets. This includes analysis of
market size, determining characteristics of markets, esti-
mating demand for new products, studying trends in market
size and composition, and export market research.
3. Research on advertising. This includes analyzing
competitive advertising and selling practices, selection
of media, evaluating advertising effectiveness, motivation
research, copy research, and TV program rating studies.
Other research by SRH includes distribution channels
and cost studies, attitude and image studies, and industrial
marketing research.
In addition to project based studies, SRH also provides
a range of syndicated, multi-client services, The Survey
Research Group tries to'extend their regional coverage,
with as much comparability as possible, as marketing con-
ditions permit.
Some of SRH's syndicated services are as follows:
1. TV program ratings. This studies assess the popu-
larity of different TV program and the composition of the
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audience.
2. Media index. This survey started in 1967 to measure
the audiences of all major media and simultaneously collect
a wide range of product use and socio-economic data. This
service is for all people who has interested in media work
including advertising agencies, broadcasting companies,
advertisers, and government agencies. Separate reports are
prepared and tailored to the different needs of different
people.
3market penetration studies. This is also a regular
services of multi-product surveys designed to collect basic
data on topics such as brand awareness, trial and purchase,
advertising recall. Exclusive trailer questions are set
for individual clients if requested by them.
4. Motoring index. This is the new venture SRH enters.
It studies motorists on motoring topics such as car purchase,
oil and petrol brand preference, car servicing, tyres,
batteries and accessories, etc.
Although SRH concentrates in consumer marketing research
for international marketing companies and media research for
media agencies, it does other kind of research such as feasi-
bility studies even though it has to bring in experts from
other companies of the Survey Research Group.
Personnel
SRH is managed by Mr. E. C. Blauvelt and has three
executives under him. One responsible for field work and
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the other two responsible for control. For field work, SRH
has a field manager, a supervisor and two checkers. At
present, SRH has twelve full time interviewers.
The Group also has its own IBM 1130 computer system in
Kuala Lumpur.
TRANS-MARKET RESEARCH LTD11
Trans-Market Research Limited was formed in 1972 by
Planning Research Corporation of New York, Comcore Communi-
cations Limited of Toronto and local Asian research inter-
ests.
History
The origin of this company is Grant Research, formerly
part of Grant Advertising International, Inc. The Research
Division of Grant Advertising was formed in 1964 to provide
a wide range of marketing research services to its clients.
Because of its relatively advanced research techniques and
the high quality of its field work, a growing number of
business firms requested that Grant expanded the geographi-
cal scope of its research coverage and undertook larger
research projects. In response to these requests, Grant
Research was created in 1967 as an autonomous organization,
providing marketing and opinion research services in the
major markets of East Asia.
11Personal interview with Miss Loretta Lee, Managing
Director, and Mr. Richard Bennett, Research Director, Trans-
Market Research Ltd.
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Trans-Market Research was incorporated in Hong Kong in
October 1972. Its objectives are to carry on the business
as management, business, financial, economic, technical,
marketing consultants and advisers, and to provide the
services of market and credit investigation and research.12
Research Services
Among other things, Trans-Market is equipped to conduct
various types of qualitative and quantitative research work
on a wide variety of issues, including:
1. Product research. This includes the studies of new
product acceptance, determining present or new uses of
products, comparative studies of competitive products, what
concept people have of this general kind of product as well
as of particular brands, what the reactions are to different
packages and-different qualities and tastes, what are the
major factors which influences consumers either to purchase
or reject a product, what usually precipitates the decision
to choose one product rather than another, determining the
sources of customer dissatisfaction, and test marketing.
2. Market research or market profiles. This includes
analysis of market size, determining the characteristics of
markets, studying relative market profitability, estimating
demand for new products, studying trends in market size and
composition, sales forecasting, and the studies of market
12Trans-Market Research Ltd., Memorandum°of Associat-
ion (October 24, 1972)q pp.1 -2 .
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gaps which try to find the market that exists within a pro-
duct line or between two products and not yet covered by any
product.
3. Research on sales methods and policies. This in-
cludes price and competitive pricing studies, evaluating
present and proposed sales methods, studies of promotional
devices such as coupons, premiuns, discounts, etc., distri-
bution channels and cost studies, and distribution checks,
that is the studies of relative penetration levels in the
distribution channel.
4. Research on.advertising. This includes analyzing
competitive advertising and selling practices, selection
of media, evaluating advertising effectiveness including
pre- and post-testing, what appeals are to be placed in
which media and what effects they have upon different target
populations, motivation research, what influences people
and individuals play in affecting decisions to purchase or
reject a product, and also copy research.
Trans-Market also conducts industrial research, fore-
casting, export and international studies, and desk research,
i.e., compilation or interpretation of ready available data.
Personnel
Trans-Market Research is. managed by Miss Loretta Lee
as Managing Director and Mr. Richard Bennett as Research
Director. Under them, there are two Senior Research Execu-
tives, four Research Assistants who responsible for
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conducting interview, data processing, liaison with computer
service bureau, etc., for the projects they are doing, and
a supervisor of interviewers.
International corporations account for more than 95%
of its research accounts, while local manufacturing com-
panies account for less than 5%.
In the following chapter, results of the personal





As previously mentioned, this study consisted of two
parts in obtaining the attitude toward marketing research
firms and the functions performed by research firms, ,The
first part is about the marketing research firms while the
second part.concerns other business firms, i.e., users and
non-users of their services. We will-first analyze the
results as two separate parts marketing research firms and
business firms, and then make some comparisons.
MARKETING RESEARCH FIRMS
Since the perception of role and functions performed
by research firms depends on the research firms and the
background of their personnel, it is vital first to under-
stand the characteristics of them.
It is also worth mentioned again the kinds of research
firms surveyed. This study concerns only with those private
research organizations which conduct research in exchange
of payment. They include:
1. independent marketing research firms,
2, advertising agencies which have a marketing research
department, and
3. publishing companies which provide research services.
Six of the responded research firms conduct mainly
consumer marketing research and the remaining one only
carries out industrial marketing research.
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Company Information
Company information which have effect on its role and
functions performed include years of operation, number of
staff, method of charge, research technique, computer fa-
cilities and number of research done.
1. Year of operations. Independent marketing research
firms started operating in Hong Kong in the beginning of
sixties. Since it is only about twelve years and most of
the research firms (in fact four out of seven) started
operation within the last four years, the service of market-
ing research firms is rather new to Hong Kong except those
subsidiaries and affiliates of multinational corporations.
Table 5.1 shows the number of years of operation for
the seven research firms surveyed.
TABLE 5.1
YEARS OF OPERATION OF RESEARCH FIRMS
No. of Years No. of Firms Percent
1 - 2 2 29
2 293 - 4
5 - 6 1 14
17 - 8 14
9 8c Over 1 14
Total 7 100
One of the newest established research firms has in
fact conducted research projects ever since 1964 as an
independent research department of an international adver-
tising agency.1
2. Staff. Research firms in Hong Kong normally are
relatively small in terms of staff. The average of them
has about ten personnel the largest one has 26 while the
smallest four. While the size of the marketing research
firm varied, 43 percent of the companies had from six to
ten employees devoting fulltime to research.
TABLE 5.2
PERMANENT STAFF OF RESEARCH FIRMS
No. of Staff No. of Firms Percent
2 291 - 5
6 - 10 3 43
11 - 15 1 14
16 Over 1 14
Total 7 100
On the other hand, independent research firms ususlly
maintain a corps of part-time staff, average about 37 per
company. The part-time staff is mostly used as interviewers
and for tabulations and office work. One of the firm re-
sponded-does not have any part-time interviewers because
it uses in depth personal interviews and desk research for
its research projects, and requires no part-time staff.
'Grant Research, Grant Advertising International, Inc.
because Trans-Market Research in 1972.
82
TABLE 5.3
PART-TIME STAFF OF RESEARCH FIRMS






3. Method of billing. Since independent research firms
normally conduct one-time project for their clients, they
can only charge their clients on a project basis. This may
be in part due to the fact that business firm in Hong Kong
either treats the service of research firm as complement to
its own research department or as an extra-ordinary business
measure. Of the seven research firms six charge their
clients on project basis. Only one charges its clients on
both monthly and project basis. This is because it has
provided a continuous syndicated service to them.
4. Research technique used. All of the research firms
use personal interview mainly as their research tools. To
the six consumer marketing research firms personal inter-
view means personal interview with structured questionnaire,
but to the industrial marketing research firm, it means in
depth unstructured personal interview.
Consumer panel is the second widely used technique by
the consumer marketing research firms. However, other
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techniques such as mail survey are not used in Hong Kong
due to the lack of a proper research atmosphere here.2
5. Computer facilities, 'All the research firms utilize
computer in analyzing and tabulating research results. Only
one of the research firm owns a IBM 1130 computer in its
Kaula Lumpur office. The other six use computer service
f
bureau.' Computer are used more and more frequently by con-
sumer marketing research firms due to the huge amount of
interviews and data collected.
6. Number of research done. In 1972, the consumer
marketing research firms normally averaged 30 projects with
the largest one conducting up to 100 projects. During the
same period, the industrial marketing research firm conducted
216 projects. This figure may be boosted by the huge
amount of small scale research done.
TABLE 5,4
RESEARCH PROJECTS CONDUCTED BY
RESEARCH FIRMS DURING 1972
No. of Projects No. of Firms Percent
10 - 19 1 14
20 - 29 1 14
330-39 43
40 Over 2 29
Total 7 100
A. N. Tang and E. Hookhan, Chairman and Vice-Chairman
of the Market Research of Hong Kong both said this is true.
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Background of Research Executives
To obtain a clear picture of research executives who
participated in this study, a few identifying characteristics
need to be examined. Those that seem most important for
the issues under consideration are organizational status,
years of holding the position, how long in Hong Kong, and
of working in marketing and/or marketing research, and
education. These characteristics surely will influence
their self-perception of role and the kinds of function
performed, and perception of executives of other business
firms toward their service tnn_
1. Organizational status. All the respondents are top
executives of the companies or research departments, either
holding the title of director or research director.
TABLE 5 .5
POSITION OF RESEARCH PERSONNEL
Title No. of Person Percent
Managing Director 2 29
Vice-President 1 14
Manager 1 14
Research Director 3 43
Tota= 1 007
2. Years of service. About 70 percent of the research
executives are rather new at their positions (less than
three years). In fact three out of them have been in their
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present position less than two years. This may affect the
image of the firm and the perceptions of executives of
business firms towards them.
TABLE 5. 6
YEARS OF HOLDING THE POSITION :
RESEARCH PERSONNEL
No, of Years No, of Person Percent
1 - 1.9 3 43
2 - 2.9 2 29
3 - 3.9
24 - 4.9 2
Total 101a7
a Rounding error
However, all of them have been working in the field of
marketing or marketing research for at least five years.
This makes them familiar and well-versed with marketing
problems and business situations.
TABLE 5.7
YEARS OF WORKING IN MARKETING OR RESEARCH:
RESEARCH PERSONNEL
No. of Years No. of Person Percent
5 - 9 5 71
10 14 1 14




3. Years of living in Hong Kong. Four of the researchers
came to Hong Kong within the last five years. They may not
be familiar with the environment of Hong Kong. On the other
hand, two local researchers have been here for about 30
years.
TABLE 5.8
YEARS OF LIVING IN HONG KONG:
RESEARCH.'PERSONNEL
No. of Years No. of Person Percent
1 - 5 4 57
6 - 10 1 14
11 Over 2 29
Total 1007
4. Education. Five of the researchers had formal
academic training relating to marketing research. Three of
had a bachelor degree in sciology or economics, one-had a
MBA degree, and one had a doctorate in business.
Self- Perception of Role
To gain greater insight about the role of research
firms in business, an effort was made to identify some of
the areas which research executives feel are their most
important responsibilities to clients. Although the views
of research executives varies, this study only concerns it-
self with the view of researchers as a whole. Replies are
shown in Table 5.9.
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TABLE 5.9
PERCEPTION OF ROLE BY RESEARCHERS
Item Scorea
a. Help his clients define the problems to
,14be studied. 16
b. Understand his client's objectives and
the problems to be studied. 24 21
c, pursue research studies objectively. 6 5
d. Realize that executive judgement is im-
5 5portant in the decision-making process.
e. Produce information that reduces un
certainty in decision making. 14 13
f. Able to communicate his findings to his
clients. 6 5
g. Translate research results into positive
courses of action for his client to
follow. 13 12
h. Participate in formulating marketing
strategy. 3 3
i. Balance must be maintained between timing
of research reports and accurate infor-
mation. 89
j. Evaluating research primarily on the basis
of scientific excellence and objec-
tivity. 10 9
k. Provide information for his client to
support decisions already made expedi-
ently.
1. Expand his service to a continuous base
for his client. 1 1
m. Fallow up a study after its completion.
n..Design the proper methodology and
research process. 5 5
112 b 101 0Total
aSubtract from six to compute the score.
bone of the respondent scored 7 more than usual.
cRounding error.
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What the research executives think to be their most
important roles are listed as follow in sequence of im-
portance:
1. Understanding their clients' objectives and the
problems to be studied (21 percent).
2. Helping their clients to define the problems to be
studied (14 percent).
3. Producing information that reduces uncertainty in
decision making (13 percent).
4. Translating research results into positive courses
of action for their clients to follow (12 percent),
5. Evaluating research results primarily on the basis
of scientific excellence and objectivity (9 percent).
6. Maintaining balance between timeliness of research
reports and accurate information (8 percent).
Table 5.9 shows the relative importance of the obli-
gations as perceived by research executives. Note that the
question ask the respondent to select five most important
obligations in sequence. The most important one received
five scores, the second four,.....,and the fifth one. The
score of each item is computed by adding up the scores as-
signed by all the respondents to each item. And the percent-
ages shown are the percent of score each item received to
the total score of all items.
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The most important obligation of research firms as
perceived by the researchers is to understand their clients'
objectives and the problems to be studied. While this obli-
gation is mentioned as important by six research executives,
the relative importance of this item to total scores is 21
percent. This may be due the fact that most researchers
feel that the research result will be useless and misleading
if clients' objectives and problems to be studied are not
clearly understood by them.
Five researchers mentioned that helping their clients
define the problems to be studied, producing information
that reduces uncertainty in decision making, and translating
research results into positive courses of action for their
clients to follow as important obligations of researchers.
In addition to understanding the client's problems is
a need to help the client define what his problem really is.
This obligation scores 16 and accounts for 14 percent of
total scores. It seems clear that the researchers feel that
it is an important pre-requisity of any sound research that
the problem to be studied is defined in a clear and under-
standable manner.
The belief in research as a tool for securing infor-
mation to help management decision making is also widely
held by the-research executives. This item scores 14 and
accounts for 13 percent of total scores. It is natural for
research executives to show greater preference for this
obligation since there will be no more research if research
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fail to. fulfil this obligation.
Another interesting point is that five research execu-
tives believe that translating research results into positive
courses of action for their clients to follow is important,
despite the fact that one researcher completely rejected
this role as their duty because it is the job of management
to implement the results, not the researcher.
Other important obligations are evaluation of research
primarily on the basis of scientific excellence and objec-
tivity, and maintaining balance between timeliness of
research reports and accurate information, with 8 percent
and 9 percent of total scores respectively.
Other obligations such as pursuing research studies
objectively, properly communicating findings to clients,
realizing that executive judgement is important in the de-
cision-making process, designing the proper methodology and
research process, participating in formulating marketing
strategy, and expanding research service to a continuous
base for clients are relatively less important. Every one
of these obligations accounts for 5 percent or less of the
total scores.
The interesting thing is that, contrary to the authors
pre-conception, pursuing research studies objectively is
not among the most important obligations as seemed by re-
search executives. One researcher even made the comment
that objectivity was rare, especially during interpretation
of research findings where personal value and judgement
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dominated.
Following up a study after its completion and providing
information expediently for clients to support decisions
already are the two items which not a single researcher per-
ceived as his obligation. This is natural tendency since
normally they are conducting research service on an ad hoc
basis.
Scope of Operations
Marketing research, for the purpose, of this study, is
classified into five categories: (1) research on products
or services (2) research on markets (3) research on sales
methods and policies (4) research on advertising and (5)
research on miscellaneous activities. These classifications
are drawn up primarily for use in comparison. Certainly,
an integrated program on one new product could be expected
to involve all five subject areas.
Since only two additional items were added to the list
by two of the researchers, this checklist seems to be very
inclusive.
The research firms in Hong Kong are of jack-of-all-
trades nature. Nineteen activities out of the 30 activities
listed have actually been performed by 57 percent of the
research firms. And 43 percent of the research firms have
actually performed 24 of the activities listed.
The research mostly performed are analysis of market
size, distribution channels and cost studies, and selection
of media. All the research firms have conducted these
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operations.
1. Research on products and services. The activities
reported by more research firms than any other in this area
are the use of research to determine - and,often, to pre-
determine - which proposed new products are acceptable to
the consumer or industrial consumers for whom they are in-
tended. Also important is the use of research to check to
check on competitive activities in the products or services
area including comparison and evaluztion of new products.
Eighty six percent of the research firms reported they do
these types of research.
Marketing research on packaging and design is also done
by 71 percent of the research firms. Research was also re-
ported by 57 percent of the firms as being performed to
find present or new uses of products, and the reasons of
customer dissatisfaction.
One respondent even thought of using research as a
competitive weapon to find a new product which retained
local flavor and needed by business.
However, they perceived that research on new product
acceptance, determining present or new uses of products,
comparative studies of competitive products, simplifying
product line, and test-marketing as the most needed activi-
ties (43%).
2. Research on markets. Ranking highest is research
studies of the market size and share.-This activity is
93
TABLE 5,1 0




New products acceptance 86 43
Comparative studies of competitive
products 86 43
Packaging and design studies 1471
Determining present or new uses of
products 57 43
Determining sources of customer dis-
satisfaction 2957
Market tests or test-market activities 43 43
Simplifying product line 29 43
TABLE 5.11
RESEARCH ON MARKETS: RESEARCH FIRMS
Performed MostResearch Activity Needed
Analysis of market size 100 43
Determining characteristics of markets 86 71
86 29Estimating demand for new products
Studying trends in market size and
composition 71 43
2957Studying relative market profitability
Sales forecasting 2957
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reported by all of the research firms. In addition, it is
also the most popular among the 30 research activities.
Determination of market characteristics and estimation
of demand for new products are ranked as the second most
often performed research activities. Sixteen percent re-
ported they do these types of research.
Studies of trends in the size of the market and its
composition, of relative market profitability, and sales
forecasting were among the most often.performed (over 57%).
One fact of interest pointed up by the results is that
7.1 percent of research firms thought that the determination
of market characteristics is the most important and most
needed activity in this category.
One researcher indicated as one of their activities
the research on market gaps which existed between existing
markets.
3. Research on sales methods and policies. Research
for use in studying distribution channels and cost - the
most widely performed activity in this area - was conducted
by all the research firms.
Using marketing research to study the company's price
policies and pricing practices of competitors is reported
by_- 71 percent of the research firms.
Mounting competitive pressure has also made research
on evaluating present and proposed sales methods more popu-
lar. Seventy one percent of research firms reported doing
it.
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Distribution channels and cost studies are perceived
by the researchers as the most needed researcg activity for
business.
TABLE 5.12




Distribution channels and cost studies 100 43
.Price and competitive pricing studies 2cJ71
Evaluating present and proposed sales
Methods 2971
Studies of promotional devices (coupons,
premiums,....., etc.) 2943
Analysis of salesmen's activities and
effectiveness 29 2
Sales compensation studies 14 14
Establishing or revising sales quotas,
territories 14
4. Research on advertising. All the activities listed
are widely performed by research firms. All of them con-
ducted research on selection of media, 86 percent of them
analyzed competitive advertising and selling practices, and
7,1 percent conducted research on evaluation of advertising
effectiveness and motivation research. Motivation research
is thought to be the most needed activity (57%).
5. Research on miscellaneous activities. This is the
least touched upon area of research activities. General
economic and business forecasting, merger study and export
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TABLE 5.13
RESEARCH ON ADVERTISING: RESEARCH FIRMS
Performed MostResearch Activity
Needed7°
Selection of media 100 43
Analyzing competitive advertising and
selling practices 86 29
Evaluating advertising effectiveness 71 43
1Motivation or qualitative research 57
Copy research- 57 43
study are the most often performed (43%). However, all of
them are thought to be not much needed by business (the
most is 29%)
TABLE 5.14
RESEARCH ON MISCELLANEOUS ACTIVITIES:
RESEARCH FIRMS
Performed MostResearch Activity Neededh°
Forecasting 2943
Purchase of companies, sales of
ci i v i q i n 1443
Export and international studies 1443
Plant and warehouse location studies 29 29
Diversification studies 14 29
Export Marketing Research
Hong Kong lives on exports, so export marketing re-
search is helpful to business. All the consumer marketing
research firms conducted export marketing research but not
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the industrial marketing research firm.
Research on foreign markets is the most widely used
and is performed by all the six research firms while half
of them also conducted advertising research in foreign
countries for their clients.
The countries where export research is often conducted
are Singapore, Malaysia, Indonesia, and Taiwan.
TABLE 5.1 5
COUNTRIES WHERE EXPORT MARKETING RESEARCH.
OFTEN INVOLVED: RESEARCH FIRMS
Country Score Percent
1Singapore and Malaysia 19
Indonesia 14 17
Taiwan 12 15




European Economic Community 5 6
Australia 4 5




The second part of this study seeks information from
business firms as to their use of the services of marketing
research firms and their perception of the role and functions
performed by research. firms .
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We begin the analysis by first classifying the infor-
mation of companies and the executives. Then we analyze
.the perception of executives of business firms toward the
research firms, and compare the perception of users with
non-users. Finally the research functions needed and con-
ducted by or for the business firms will be presented.
Company Information
This study surveyed 43 companies of different sizes and
in different industries.
1. Size. The distribution of the companies reported
is listed in the following table. It shows the respondents
cover various sizes of companies in terms of employment.
TABLE 5.1 6
SIZE OF BUSINESS FIRMS
No. of FirmsNo. of Employees Percent
Users Non-users Total
5,000 Over 1 1 2
4,000 - 4,999
.1
13,000 - 3,999 2 5
42,000 - 2,999 2 6 14
1 , 000 - 1 , 999 3 74 16
2500 - 999 1 3 7
200 - 499 4 2 6. 14
100 - 199 4 84 19
450 - 99 4 9
1 120 49 2 5
10 - 1q 2 1 3 7
1 19 1 2
Total 26 17 43 100
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2. Type of business. The distribution of the business
firms reported is classified as manufacturing, marketing and
trading, and service. Marketing and trading companies in-
clude international marketing companies of consumer and
industrial products, import and export companies, and whole-
salers and retailers. It is interesting to find that 12
out of 15 of the firms in manufacturing sectors use research
service. Marketing and trading accounts for about half of
the responses, while service industry accounts for only 17
percent of the returns.
TABLE 5.17
DISTRIBUTION OF BUSINESS FIRMS
No. of FirmsClassification Percent
Users Non-users Total
Chemical 3 3 7
Electronic 2 2 4 9
Food & Beverage 2 2 5
Garment 1 1 2 5
Plastic 1 1 2
Tobacco 2 2 5
Wigs 1 1 2
Marketing Trading 13 8 21 49
Aircraft Engin, 1 1 2
Banking 2 2 5
Insurance 1 1 2
Public Utility 1 1 2
Others 1 1 2 5




3. Marketing research. Sixty five percent of the
business firms have a marketing or marketing research de-
partment within the company and responsible for actual
marketing research activities.
Seventy one percent of the companies that have a market-
ing or marketing research department think the quality of
work done by research firms is the same as the company's
own marketing or research department. This means those
who are more familiar with marketing have confidence on the
quality of research firms.
About 60 percent of the companies have the experience
in using the service of research firms, We find that half
of the companies which have a marketing or research depart-
ment have never used the service of research firm before.
Qf the 19 - companies .which had used the service of re-
search firms, over half of them used it only one or twice
in 1972. Although most of the companies used the service
of research firms less than five times per year, one of the
companies, a consumer goods company, reported it has used
it 150 times during 1872 because it has included the research
conducted in Far East region by its Hong Kong office. Any-
way, this is very substantial amount of usage.
The reasons the users gave for using outside research
service are*that research firms can do large research pro-
jects, extensive survey is required, research firms are
more effective and efficient, or they simply have no market-
ing or research department in house.
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TABLE 5.18
SERVICE OF RESEARCH FIRMS USED DURING 1972







7. 8c Over 2
Total 19
TABLE5 .1 9
REASONS FOR USING OUTSIDE RESEARCH FIRMS
Reasons No. of Companies
Size of project coverage are large 4
No marketing research department 3
Effective and efficient
.3
Lack of time and personnel 2
Familiar with local conditions 2
Out of their own capacity 1
Fieldwork and data processing 1
Expansion of product. 1
Cost advantage 1
Can Ut afford a marketing research dept. 1
To compare with what they already have 1
Total 20
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Characteristics of the Executives
. rosition. Thirty two percent of the respondents are
of top management level holding the positions of managing
director, director, general manager or manager. And 52
percent of the respondents are director or manager of market-
ing or research. That means that there is about equal
number of executives who are engaged in marketing and re-
search against those who are not.
TABLE 5.20
POSITIONS HOLD BY EXECUTIVES
No. of ExecutivesTitle Percent
Users Non-users Total
Managing Director 1 2 3 7
Director 3 3 7
General Manager 1 2 3 7
Assistant Vice-President 1 1 2
Manager 1 3 4 9
Manager of a division 2 1 3 7
Marketing or Sales Mgr. 14 173 40
Mktg. Research Director 3 3 7
Assistant Marketing Mgr. 1 1 2 5
Executive 2 2 5-
Other positions 2 2 5
Total 26 17 101a4.
a Rounding error
Respondents from firms who are users of outside re-
search services are more frequently.in the marketing or
research field. Forty two percent of the respondents are
engaged in marketing or research, and at the same time, are
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users-of outside research service. This result can be at-
tributed to the fact that those who are working in the
marketing fields like to express their view in this kind of
studv.
Out of 17 companies which have a marketing or research
department, 12 marketing or research executives think that
research firms have the same quality in doing research as
their own marketing or research department, while the re-
maining five executives disagree.
2. Number of years in present position. Most of the
executives (87%) are new at their present position (less
than four years). Fifty four percent of the executives have
been in their present position for less than two years.
TABLE 5.21
YEARS IN PRESENT POSITION.: EXECUTIVES
No. of PersonsNo. of Years Percent
Users Non-users Total
1 - 2 14 239 54
3 - 4 9 5 14 33
5 - 6 2 2 4 9
7 8c. Over 1 1 2 5
Total 26 17 43 101a
a Rounding error
3. Experience in marketing and research. A great
majority (77%) of the users have had working experience in
marketing or marketing research, on the other hand, only
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29 percent of the non-users have experience in marketing
field.
TABLE 5.22
YEARS OF WORKING IN MARKETING AND RESEARCH: EXECUTIVES
No. of PersonsNo. of Years PercentUsers Non-users Total
1 '101 - 5 1 44
6 10 5 1 24
-I 13 164
16 - 20 2 1 3 12
21 Over 1 1 4
Total 20 255 1 00
Role of Research Firms
As a whole, the opinion of role of marketing research
firms as perceived by executives of business firms is the
same as that of the researchers themselves.
Executives of business firms perceived that researchers
should:
1. understand his client's objectives and the problems
to be studied (22 percent),
2. produce information that reduces uncertainty in
decision making (17 percent),
3. be able to effectively communicate his findings to
his clients (14 percent),
4. realize that executive judgement is important in
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the decision-making process (12 percent),
5. pursue research studies objectively (10 percent),
and
6. maintain balance between timeliness of research
reports and accurate information (9 percent).
These role dimensions received more scores than the
rest of the items. However, the users more frequently
stressed the ability of the researcher to communicate his
findings to his clients than the non-users (17 percent
versus 7 percent)'. On the contrary, non-users emphasized
more the need for the researcher to pursue research studies
objectively than the users (18 percent versus 8 percent).
Both the users and non-users regarded as unimportant
the participation in formulating marketing strategy, provid-
ing information expediently for clients to support decisions
already made, and expanding service to a continuous base
for clients.
Compared with the perception of researchers, the ex-
ecutives of business firms believed they could define their
own problem without the help of the researcher while the
researchers thought it was their obligation to do so (14
percent).
Other disagreement between the researcher and the ex-
ecutives include the ability of the researcher to communi-
cate his findings to his clients and to pursue research
studies objectively. Most executives thought these two
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TABLE 5.2




a. Help his client define the pro-
blems to be studied. 11 165 3
b. Understand his client's objec-
tives and.the problems to be
.q+11(9i P(9 83 117 2234
c. Jfursue research studies objec-
tively, 2530 1055
d. Realize that executive judge
ment is important in the de-
21 64cision-making process. 43 12
e. rroauce information that redu-
ces uncertainty in decision
making. 68 22 1790
f. Able to communicate his find-
ins to his clients. 67 10 1477
g. Translate research results in-
to positive courses of action
for his clients to follow. 27 63 30
h. Participate in formulating
marketing strategy. 2 .1 13
i. Balance must be maintained be-
tween timing of research re-
ports and accurate information. 1634 50 9
j. Evaluating research primarily
on the basis of scientific
execellence and objectivity. 15 194 4
k. Provide information for his
client to support decisions
already made expediently.
1. Expand his service to a con-
tinuous base for his client. 3 13
m. Follow up a study after its
completion. 14 2 16 3
TOTAL 143397 102540
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roles as important but the researchers did not stress them
so much (14 percent versus 5 percent and 10 percent versus
5 percent). The researchers seemed to think of these obli-
gations as implicit in the nature of research.
Difference in opinion also occured in recognizing the
value of executive judgement in decision making. Executives
scored 12 percent of total scores for this item, but re-
searchers scored only 5 percent of the total.
Effectiveness of Marketing Research Firms
On the whole, executives of business firms seemed to
be fairly satisfied with research firms. Their perception
of the effectiveness of marketing research firms are shown
in Table 5.24 and 5.25. With a scale value of 1 represent-
ing maximum effectiveness, the average score was 2.31 which
meant less than fairly well satisfied.
Most respondents agreed that research reports are
understandable. With little variance, executives seemed to
be fairly well satisfied with the reports of research firms
(78 percent). Most of them agreed if they have not used
the service of a marketing research firm, their decision
would have been about the same (61 percent).
There are several ambiguous areas about the effective-
ness of marketing research firms concerning:
1. the soundness of recommendations,
2. the return on investment in marketing research,
3. the creativity of marketing research firm,
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TABLE 5.24
EXECUTIVES' RESPONSES TO FIRST
GROUP OF EFFECTIVENESS ITEMS
Percenta
Item Mean Variance
1 2 3 4: NR
a. Objectivity of mark-
eting research firm 221 .94 62.41 17
o. Iviarketing research
firm's understanding
of problems studied 14) .) 5 .57 25 653 3
C. Understandability of
2.03research reports 8.19 1178 3
d. Proper use of re-
search methodology 2.31 11.63 25 853 3
e. Soundness of re-
commendations 2.53 .36 3 642 47 3
f. Value of marketing
research information
2.18to the company .64 17 22 6 847
g. Relevance of market-
ing data to de-
cision 2.29 11.52 3 647. 33
n. xeturn on investment
in marketing re-
search 2.49 .65 8 1142 831
i. Creativity of mark-
2,56ing research firm . .60 6 1142 636
j. Timing of marketing
2.44research reports .84 11 19 1747 6
a
1 very well satisfied






EXECUTIVES' RESPONSES TO SECOND
GROUP OF EFFECTIVENESS ITEMS
PERCENTd
Item Mean Variance
1 2 3 4 NR
a. 1 Know Irom my experience
that much of the market-
ing research firm's data 2.65 0.80 14 19 47 14 '6cannot be true
b. A business as complex as
ours would have difficu-
ty operating without the
help of marketing re-
search firm 2.50 1.08 19 33 25 22
c. We would have made some
very bad mistakes with-
out the marketing
research firm 3.06 0.75 6 19 39 36
d. If we have not used the
service of a marketing
research firm, our deci,
sions would have been
about the-same 2.23 0.20 8 53 36 - 3
e. Marketing research plays
an important part in
initiating changes in
the firm's marketing
strategies 2.03 0.58 25 50 22 3 -
f. The marketing research
firm often suggests
valuable alternative
courses of action never
before considered by








4, the timing of marketing research reports.
Ambiguity was revealed in questionnaire items for which
(a) responses centered around the agre_e or disagree scale
point, or (b) responses showed high variance.
Also, they were uncertain about:
1. whether the marketing research firms data are accu-
rate,
2. whether they would have difficulty operating with-
out the help of marketing research firm, and
), whether the research firms often suggest valuable
alternative courses of action never before considered by
management.
Although the executives believed that the research firms
are objective, that they understand the problems studied,
that their research reports are understandable, that they
use research methods properly, that the marketing research
information is of value to the company and relevant to de-
cisions, and that research plays an important part in in-
itiating changes in the firms' marketing strategy, never-
theless they are doubtful of the return on investment in
research , of the creativity if research firm, of the timing
of research reports, and of their ability to suggest alter-
natives never before considered by management.
Although the perception of users and non-users are
nearly the same on most research effectiveness items, some
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TABLE 5.26
USERS' AND NON-USERS' RESPONSES TO FIRST




Mean Var. Mean Var.
1 2 3 4 NR 1 2 3 4 NR
a. 1.85 0.36 27 62 12 - - 2.20 0.36 10 60 30 - -
b. 2,19 0.54 12 65 15 8 - 2.33 0.67 20 20 50 - 10
C. 1 *92 0.15 12 85 4 - - 2.33 0.22 - 60 30 - 10
d. 2.15 0.44 12 62 27. - - 2.78 1.06 10 30 20 30 10
e. 2.56 0.33 - 46 46 4 4 2.44 0.47. 10 30 50 - 10
f. 2.04 0.50 1 9 58 23 - - 2.71 1 .06 1 0 20 20 20 30
g. 2.23 0.49 12 54 35 - - 2.50 0.75 10 30 30 10 20
h. 2.36_ 0.71 12 50 23 12 4 2.88 0.36 - 20 50 10 20
i. 2.36 0.47 8 50 35 4 4 3.11 0.54 - 20 40 30 10
j. 2.28 0.84 15 54 12 15 4 2.89 0.54 - 30 40 20 10
dRefer to Table 5.24
p1 very well satisfied






USERS' AND NON-USERS' RESPONSES TO SECOND




Mean Var. Mean Var.
1 2 3 4 NR 1 2 3 4 NR
a. 2.69 0.98 19 12 50 19 - 2.50 0.25 - 40 40 - 20
b. 2,35 1.09 23 35 27 15 - 2.90 1,-09 10 30 20 40 -
c. 2.89 0.87 8 27 35 31 - 3.50 0,25 - - 50 50 -
d. 2.27 0.35 8 58 35 - - 2.33 0.45 10 40 40 - 10
e. 1.96 0.42 23 58 19 - - 2,20 0.96 30 30 30 10 -
f. 2.77 0.26 - 27 69 4 - 2.56 0,25 - 40 50 - 10







of the differences between the distributions of answers to
specific questions are statistically significant. Using
the Kolmogorov-Smirnov test, statistically significant dif-
ference between users and non-users were revealed for 3 of
the 16 effectiveness items at 20 percent level of signifi-
cance. While the users were fairly well satisfied with the
return on investment in marketing research, with the crea-
tivity of research firm, and with the timing of research
reports, the non-users were, on the other hand, fairly
suspicious with all these effectiveness items. Table 5.28
and 5.29 show the D scores of the Smirnov test. Compare
with the critical value of D in Appendix 4, differences were
found at 20 percent level of significance. However, at 10
percent level of significance, none of the D scores are
significant.
Another cross-classification revealed that 21 executives
with marketing or marketing research experience perceived
the research firms to somewhat more effective (2.10 average
score) than their 16 counterparts who had never worked in
marketing (2.20 average). The-Kolmogorov-Smirnov test
shows no statistically significant difference between the
two groups. However, slightly different responses of the
two sub-samples showed that those who had marketing experi-
ence were more satisfied with the relevance of marketing
research data to decisions, with the return on investment
in marketing research and with the timing of marketing re-
search report. They also agreed to certain extent that
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TABLE 5.28





a. Objectivity of marketing research
firm 26 10 .1846
b. Marketing research firm's understand-
ing of problems studied 26 9 .3248
c. Understandability of research reports 26
.29499
a. roper use of research methodology 26 .33369
e. Soundness of recommendations 25 9 .1111
f. Value of marketing research inform-
ation to the company 26 7 .3407
g. Relevance of marketing research data 26 8 .1538
n. Return on investment in marketing re-
search 25 8 .3900
i. (ireativity of marketing research firm 25 9 .3778









a. I know from my experience that much
of the marketing research firm's data
cannot be true 26 8 .1924
b. A business as complex as ours would
have difficulty operating without the
help of marketing research firm 26 10 .2461
c. We would have made some very bad mis-
takes without the marketing research
firm 26 10 .3461
d. If we have not used the service of a
marketing research firm, our decision
would have been about the same 26 ,09839
e. Marketing research plays an important
part in initiating changes in the
firm's marketing strategies 26 10 .2076
f. The marketing research firm often
suggests valuable alternative courses
of action never before considered by
management 26 9 .1752
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their companies would have difficulty operating without the
help of research firm, while those who had no marketing
experience disagreed.
One interpretation of these results is that the 21
executives who had marketing experience recognized the
nature and the importance of marketing research to a greater
extent than someone without marketing experience and thus,
more. satisfied with the result achieved by research firms.
One user and marketing manager of consumer goods
criticized the fieldwork of marketing research firm as very
unsatisfactory and unreliable. Another executive who had
twenty-year experience in marketing and marketing research
argued that research firms should find mature and experienced
researchers to analyze and interpret research results.
Scope of Activities
One third of the 30 activities listed are performed by
at least half of the reporting companies. Analysis of
market size, determination of market characteristics, sales
forecasting, and price and competitive pricing studies are
the most widely performed activities. At least 60 percent
of companies reported having performed these kind of re--
search activities.
Note that some of the respondents did not answer the
most needed activities question, so the percentages are
lower than the actually performed activities question-
1. Research on products or services. :The activity
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which is reported by more companies than any other in this
area is the use of research to determine the sources of
customer dissatisfaction. Fifty four percent of companies
use research for this purpose. Local firms wish to be
aware of the attitude of consumer.
Research on new product acceptance is also widely per-
formed (51 percent). Research to determine the desirability
of new product fields, to identify new product, and to test
new product concepts are also brought out as supplements to
research on new product acceptance by some executives. Ex-
ecutives are aware of the fact that many products fail be-
cause they have been developed in a marketing vacuum.
Another widely performed activity is the comparative
study of competitive products. This activity was reported
by 51 percent of the companies. Companies seemed to be
concerned with intense competition and the position of their
products.
Test marketing is done by 44 percent of respondents.
And research is also being used by 42 percent of the com-
panies to investigate more deeply the opportunities for
expanding volume: on existing products as well as on new
products.
The most needed activities are research on new product
acceptance and comparative studies of competitive products
(26 percent and 23 percent).
2. Research on markets. All the activities listed
under this category are widely performed by companies
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TABLE 5.30
RESEARCH:LON PRODUCTS OR SERVICES: BUSINESS FIRMS
Performed MostResearch Activity
Needed%
Determining sources of customer dis-
satisfaction 54 21
New products acceptance 51 26
Comparative studies of competitive
products 51 23
Market tests-or test-market activities 44 16
JJe c erm1ning present or new uses of
roducts 42 21
Packaging and design studies 1430
Simplifying product line 129
TABLE 5.31
RESEARCH ON MARKETS: BUSINESS FIRMS
Performed MostResearch Activity
Needed
Analysis of market size 79 30
Determining characteristics of markets 70 28
Sales forecasting 65 21
Studying trends in market size and
composition 58 30
Studying relative market profitability 54 28
Estimating demand for new products 2647
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(over 47 percent) and are perceived to be the most needed
(over 21 percent),
Ranking highest is the use of research studies of the
competitive position of the company's products (analysis of
market size and market share). This activity is reported
by about eight out of ten of the companies. Not only it
is the most widely performed activity in this area of re-
search on markets in addition, it is the most popular
among the 30 research activities.
Ranking close to competitive-position studies are de-
termination of market characteristics, which are reported
by seven out of ten companies. This activity is closely
related to the analysis of market size.
Sales forecasting is another widely used research
activity. Sixty five percent of the companies performed
sales forecasting.
The additional activities in the area of research on
markets are research on trends in market size and composition
(54 percent), and on estimation of demand for new products
(47 percent).
Analysis of market size and studies of trends in
market size and composition are reported by 30 percent of
companies as the most needed activities.
3. Research on sales methods and policies. This area
of marketing research activity is also widely performed.
Research on companies price policies and competitive pricing
studies are identified by 60 percent of the companies as an
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area in which they are active.
Research for use in studying distribution channels and
distribution costs is also reported to be widely performed
by 54 percent of the companies, One executive stated that
one related activity, study of the effectiveness of merchan-
dising, was important to them.
Studies of promotional devices, analysis of salesmen's
activities and effectiveness, evaluation of present and
proposed sales methods, and establishing or revising sales
sales quotas and territories are done by one third of the
companies.
The most needed activity in this area of research is
the studies of distribution costs (23 percent).
TABLE 5.32




Price and competitive pricing studies 60 19
Distribution channels and cost
studies 2354
Studies of promotional devices (cou-
pons, premiums,.....,etc.) 1940
Analysis of salesmen's activities and
effectiveness 37 16
Evaluating present and proposed sales
methods 33 19
Establishing or revising sales quotas,
territories 33 16
Sales compensation studies 16 9
121
4. Research on advertising. Research in this area is
not so widely performed as in research on market and sales
methods. Selection of media is most popular in this area,
performed by 47 percent of the respondents. More than four
out of ten companies use research in evaluating advertising
effectiveness.
Motivational research, though not the most widely per-
formed activity in this area of research, is perceived to
be the most needed activity by 26 percent of the companies.
TABLE 5.33
RESEARCH ON ADVERTISING: BUSINESS FIRMS
Performed MostResearch Activity
Needed'/
Selection of media 1947
Evaluating advertising effectiveness 2342
Analyzing competitive advertising
and selling practices 30 16
Motivation research 26 26
Copy research 19 19
5. Research on miscellaneous. Forecasting, including
both economic and business, is performed by four out of ten
of the companies reported. And export and international
studies are also performed by narly the same amount of
companies.
Export Marketing Research
Only 19 companies of the 43 companies reported have
done this kind of research. The most often done activities
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TABLE 5.34
RESEARCH ON MISCELLANEOUS ACTIVITIES:
BUSINESS FIRMS
Performed MostResearch Activity Needed
Forecasting 40
Export and international studies 37 14
Plant and warehouse location. studies 30 12
Purchase of companies, sales of
divisions 21 9
Diversification studies 19 16
are research an markets and products. The countries most
often involved in this type of research are Japan, Malaysia
and, Singapore, United States of America, and Indonesia.
TABLE 5.35
COUNTRIES WHERE EXPORT MARKETING RESEARCH
OFTEN INVOLVED: BUSINESS FIRMS
Country Score
Japan 43












Those who did not conduct export marketing research
often do not obtain information from chamber of commerce,
Department of Commerce and Industry, foreign consulate and
trade commission or Trade Development Council, but from





On the whole, this study finds marketing research firms
do give a very helping hand to local business, especially
to those who are marketing their products in local market.
This chapter intends to summarize the basic findings and
compatisons of the study and to make some suggestions to
both marketing research firms and other business companies
on the utilization of marketing resPa.r(T _
THE ROLE OF MARKETING RESEARCH FIRMS
Most researchers seemed to believe that the research
result will be useless and misleading if clients' objectives
and their problems are not clearly understood by them. So
they stated understanding clients' objectives and the pro-
blems to be studied as their most important obligation.
Furthermore, they believed helping their clients define
their problems would make their clients' objectives and
problems more clear to them.
The belief in research as a tool for securing infor-
mation (not simply data) to help management decision making
is also widely held by the researchers. In.order to help
management implement the results, they even stated that
translating research results into positive courses of action
for management to follow is an important obligation.
Other important obligations mentioned by the researchers.
are evaluation of research primarily on the basis of
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scientific excellence and objectivity, and maintaining
balance between timeliness of research reports and accurate
information.
Although executives of business firms agreed with the
researchers in the importance of three role dimensions:
understanding clients' objectives and problems producing
information that reduces uncertainty in decision making
and maintaining balance between timing of research reports
and accurate information they did not place much weight on
the remaining three as the researchers. They believe they
could define their requirements and implement the research
results by themselves without the researcher being prima-
rily responsible for these things.
However, the executives believed that the more urgent
role of researchers is to communicate findings to his
clients effectively and to pursue research studies objec-
tively. They also believed that the researchers must
realize the value of executive judgement in decision making.
It seems the executives are more concerned with their parts
in implementation of the research results.
A comparison between users and non-users of research
firms found that the users stressed more the ability,of
the researcher to communicate findings to clients, on the
one hand, and the non-users emphasized more on the need for
the researcher to pursue research studies objectively on
the other hand. However, their perception toward the role
of marketing research firms, to a great extent, are the
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same.
EFFECTIVENESS OF MARKETING RESEARCH FIRMS
Executives of business firms, in general, are fairly
well satisfied with the effectiveness of marketing research
firms. Research reports of research firms are considered
as understandable and their objectivity fairly well satis-
fied by the executives. They also believe that marketing
research firms understand the problem to be studied and
use research methodology properly, and that research firms
give valuable and relevant information to their clients.
The importance of marketing research in initiating changes
in the firm's marketing strategies is also recognized by
them.
Nevertheless, the executives did not think they could
have made some very bad mistakes without the marketing re-
search firm.
Cross-classification showed that users of the service
of research firm were fairly satisfied with the return on
investment in marketing research, with the creativity of
research firm, and with the timing of research reports
while on the other hand, the non-users were fairly suspi-
cious with all these. But on the whole users and non-users
held the same perception on most research effectiveness
items.
Another cross-classification revealed that executives
with marketing experience perceived the research firms to
be somewhat more effective than their counterparts who had
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never worked in marketing.
However, executives are doubtful about the return on
investment in marketing research, the creativity of research
firms, the soundness of their data and recommendations, and
their ability to suggest valuable alternative never con-
sidered by management before. With or without research
firm, most of them believed their decision would be about
the'same. The reason for this uncertainty over the ef-
fectiveness seemed to be caused by the performances of
research firms. The executives might be influenced by the
fluctuating performances of research firms which vary from
time to time and according to types of clients they are
serving and problems to be studied. And with high variance,
they could not agree on whether they would have difficulty
operating without the help of marketing research firm.
RESEARCH ACTIVITIES
Marketing research firms engaged in a wide variety of
research activities. But business companies seemed to more
occupied with research on markets and products or services.
For the purpose of showing the research activities most
often performed by research firms and business firms the
check list is reproduced.
Research on-Products or Services
Research on new product acceptance, on competitive
products, and on product package and design are widely
performed by research firms. They believed the first two
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activities together with determining present or new uses
of products and test marketing are important,
Business firms, on the other hand, performed research
on determining sources of customer dissatisfaction more
than any other activity in this area of research. However,
research on new product acceptance and on competitive pro-
ducts are also widely performed and perceived by them as
the most needed. It seems businessmen are more concerned
with their product acceptability and possible competition.
Research on Markets
This area of research is the most widely performed and
the most needed among all other activities as perceived by
both researchers and executives. Companies are very con-
cerned about their position in their industry and thus
facts about competitive position and trends are needed bad-
ly by them.
Activities including analysis of market size and share,
determining characteristics of markets, and studying trends
in market size and composition are the most widely performed
and the most needed.
Research firms also widely perform research on esti-
mation of demand for new products while sales forecasting
are widely performed by business firms.
Research on Sales Methods and Policies
Pricing and distribution of products attract more at-
tention than sales and other promotional methods. Researchers
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performed research on distribution channels and distribution
costs, on price and competitive pricing practice and on
evaluating present and proposed sales methods. The former
two activities, that is, pricing and distribution studies
are also widely performed by business firms.
Both researchers and executives believed distribution
channels and ditribution costs studies as the most needed
activity.
Research on Advertising
Research on competitive advertising and selling practice,
selection of media, evaluating advertising effectiveness,
and motivational research are widely performed by research
firms. However, this area of research activity is not so
widely performed by business companies.
Motivational research and evaluation of advertising
effectiveness are-held by both of the researchers and the
executives as the most needed.
Research on other areas, such as economic and business
forecasting and export marketing research are not very
often performed and are perceived by both of them as not
very important.
RECOMMENDATIONS
The services of marketing research firms are seldom
utilized by local companies but are used mostly by multi-
national corporations. The fact that local businesses are
mainly family owned and innately conservative prevent them
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from making use of research firms.
However as competition becomes harsh, profit margins
are reduced. It is the duty of researchers to educate
businessmen how marketing research can help them in making
vital decisions and maintaining profitable position. Re-
searchers should participate more in local business com-
munity activity, such as joining the chamber of commerce,
and publishing research findings which can intrigue the
interest of businessmen. The present organization of the
Market Research Society of Hong Kong is, if anything, but
an vacuum. It should take up the responsibility of pro-
moting marketing research activity, publishing valuable
findings, introducing new research techniques, and, most of
all, communicating with business community, as stated in
its constitution.
The author believes that maintaining effective liaison
between research firm and its client can make a tremendous
difference in value received. This kind of closer working
relationship can make both parties share information and
ideas which resulted, and give greater attention to meet
the communication problem which must be solved if the re-
search findings are to be well understood by executives who
will use them.
As brought out by both the researchers and the execu-
tives, understanding of client's objectives and problems to
be studied is the most important obligation of a researcher.
Researchers can achieve this result more easily if their
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clients can designate a line executives with marketing
experience to work directly with the research firm. Best
results are more likely if research firm adopt the practice
of making periodic progress reports followed by full dis-
cussions of their works and tentative findings with client
executives. This kind of practice not only serves as a
check on the direction of the research, but also reduces the
chance of later misunderstanding and waste of time and ef-
fort.
As for the selection of a research firm, the primary
consideration is the technical qualifications of the firm.
The capabilities of the research firms in relation to
information needs of the client firm should be weighted
carefully against each other to find out the proper research
firm for the study. The client firm should consider the
experience of the firm, the techniques and, resources availa-
ble, the types of clients it served, the qualifications of
its senior personnel, and if possible the recommendation
of its clients before using its service.
Also the client firm should carefully consider the
experience and ability of the person responsible for the
research study because their top level personnel might not
be able to deal with the project personally. The effective-
ness and competence of a'research firm also reveals by its
formal research proposal and its past research reports.
Finally, executives must treat research firms as an
integral part of their marketing information or intelligence
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system. If a capable research firm is found, the company
should stick with the research firm and establish a con-
tinuing relationship. This gives the research firm a better
understanding of the problems faced and information needed
by the company, and also make them acquainted with each
other's problems and ways of thinking. Furthermore, re-
search planning and results presentation will become more
effective.
For the service of marketing research firm to become
a more useful tool, even weapon, in dealing with business
problems, mutual understanding and effective communication






Marketing information is what company needed, especially
to one like yours. And the best way to obtain marketing
information is by means of marketing research. It is my
intention to alive an objective and independent inquiry made
to find out what kind of information is most needed by com-
panies,and to assess how useful and effective marketing
research firm has been and in what ways it has chiefly
benefited Hong Kong companies. This information will be
helpfull to both business firms and marketing research
firms.
This inquiry is being conducted for my master's thesis
as a partial fulfillment of my master degree at the Lingnan
Institute of Business Administration, a graduate division of
the Chinese University of Hong Kong. I would be most grate-
ful if you would complete the enclosed questionnaire and
return it direct, in the postage paid addressed envelope
provided, to me within TWO weeks,
All replies will be treated as confidential, and will
be used for statistical purposes only so that information
contained will not be associated with any firm or person.
Nobody except me will have access to this information.
Your opinions will be extremely valuable to me if you
have any critcisms to make, please don't hesitate to say so.





1, When was your company first established in Hong Kong? 19
2. Number of employees in your company: Permanent
Part-time
3. What kind of method your companyused to charge its clien-ts,e.g.
on project basis or on monthly basis Project basis
Monthly basis
Both






5. Does your companyever utilize computer in doing rPParr'h7Yes No Sometimes
If yes, own or rent? Own
Ken
Service bureau
6. Flow many research projects were carried out by your companyduring 1972?
7. The following items are concerned with the role of marketing
research firm in local business. We would like to know what youbelieve to be the FIVE most important obligation of the top
managementof marketing research firm by rating the following
items with numbers: with 1 as the most important, 2 as the next
most important,.....,up to 5.
a. Help his client define the problems to be studied.
b. Understand his client's objectives and the problems tobe studied.'
c. Pursue research-studies objectively.
d. Realize that executive judgement is important in thedecision-making process.
e. Produce information that reduces uncertainty inA =n i n i ..,1- -1 -
f. Able to communicate his findings to his clients.
g. Translate research results into positive courses of
action for his client to follow.
n. Participate in formulating marketing strategy.
i. Balance must be maintained between timing of research
reports and accurate information.
j. Evaluating research primarily on the basis of scientific
excellence and objectivity.
k. Provide information for his client to support decisionsalready madeexpediently.
1. Expand his service to a continuous base for his client.
m. Follow up a study after its completion.
n. Otters:
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8. Please indicate by a check-mark those activities actually
performed by your companyand those which you consider to be most
needed by local business. Please add to the list any other
activities arP nrct- 1 i --i-Prl -
Z Activity actually performed
2 Activity most needed
1 2 A. Research on Products or Services
New products acceptance
Determining present or newwuses of products
Comparative studies of competitive products
Packaging and design studies
Simplifying product line
Determin4_ng sources of customer dissatisfaction
Market tests or test-market activities
Others
B. Research on Markets
Analysis of market size
Determining characteristics of markets
Studying relative market profitability
Estimating demandfor new products
Studying trends in market size composition
Sales forecasting
Others
C. Research on Sales Methods and Policies
Price and competitive pricing studies
Evaluating present and proposed sales methods
Distribution channels and cost studies
Analysis of salesmen's activities effectiveness
Studies-of promotional devices (coupons,premiuns..)
Establishing or revising sales quotas,territories.Sales compensation studies
Others
D. Research on Advertising




Motivation or qualitative researchCopy research
Others
E. Research on Miscellaneous Activities
Forecasting
Plant and warehouse location studies
.Diversification studies
Purchase of companies, sales of division
Export and international studiesOthers
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9. Has your companycarry out export market research for local and
Hong Kong based foreign firms?..-A ,
Yes No
It yes, please answer the following two questions otherwise goto Question 10.
What is the most widely used export market research?
Products
Markets
Sales methods and policies
Advertising
Others
What country or countries are often involved?











10. Please note the following information about yourself:
a. What is the title or position you hold in this company?
b. Howlong have you been in your present position? yrs.
c. Howlong have-you been in Hong Kong? Yrs.
d. Howlong have you been working in the field of marketing ormarketing research? yrs.
e. Do you have any formal academic training relating to the
techniques or other aspects of markting research
Yes No






QUESTIONNAIRE FOR OTHER BUSINESS FIRMS
NOTE: All information will be kept confidential
and used for statistical purposes only.
1. Approximately how many employees are there in your com-
pany?
z. What type of business is your company engaged in?
(Please specify)
3. Does your company have a marketing or marketing research
department responsible for actual marketing research
activities?
Yes No
If yes, do you think any outside research firm has the
same quality in doing research as your marketing or
marketing research department?
Yes No
4. Has your company ever used the service of an outside
marketing research firm?
Yes No
If yes, how many times did your company use during 1972?
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And in what circumstances is the use of outside market-
ing research firms preferred to the company's own re-
search?
5. The following items are concerned with the role of
marketing research firm in local business. We would
like to know what you believe to be the FIVE most
important obligation of the top management of marketing
research firm by rating the following items with numbers:
with 1 as the most important, 2 as the next most im-
portant,.....,up to 5.
a. Help his client define the problems to be
studied.
b. Understand his client's objectives and the
problems to be studied,
c. Pursue research studies objectively.
d. Realize that executive judgement is important
in the decision-making process.
e. Produce information that reduces uncertainty
in decision making.
f'. Able to communicate his findings to his
clients.
g. Translate research results into positive
courses of action for his client to follow.
h. Participate in formulating marketing
strategy.
i. Balance must be maintained between timing
of research reports and accurate information.
j. Evaluating research primarily on the basis
of scientific excellence and objectivity.
k. Provide information-for his client to
support decisions already made expediently.
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1. Expand his service to a continuous base for
his client.
m. Follow up a study after its completion.
n. Others:
b. The following items are concerned with the effectiveness
of marketing research firms. We would like to know what
you believe to be true in your opinion. Please indicate
(by /) the degree of satisfaction you feel towards the
research firms,
1 very well satisfied
2 fairly well satisfied
3 fairly dissatisfied
4 very dissatisfied
a. Objectivity of marketing research firm
1 2 3 4
b. Marketing research firm's understanding
of problems studied
1 2 3 4
c. Understandability of research reports
1 2 3 4
Proper use of research methodology
1 2 3 4
e. Soundness of recommendations
1 2 3 4
t'. Value of marketing research infor-
mation to the company
1 2 3 4
g. Relevance of marketing research data
to decisions
1 2 3 4
h. Return on investment in marketing
research
1 2 3 4
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i. Creativity of marketing research firm
1 2 3 4
j. Timing of marketing research reports
1 2 3 4
k. Others
1 2 3 4.
7. Following are another group of items concerned with the
effectiveness of marketing research firm. Please indi-





a. I know from my experience that much of
the marketing research firm's data 1 2 3 4
cannot be true.
r . A cus i.ne s s as complex as ours would
have difficulty operating without the 1 2 3 4
help of marketing research firm.
c. We would have made some very bad
mistakes without the marketing 1 2 3 4
research firm.
a. 11 we have not used the.service of a
marketing research firm, our decisions 1 2 3 4
would have been about the same.
e. Marketing research plays an important
part in initiating changes in the firm's' 1 2 3 4
marketing strategies.
f. The marketing research firm often sug-
gests valuable alternative courses of 1 2 3 4
action never before considered by
management.
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8. Has your company ever do or buy export market research?
Yes No
If yes, please answer the following two questions:
What kind of research is most needed by your company?
Products
Markets
Sales Methods and Policies
Advertising
Others
What country or countries are often involved?
(Please specify and state in sequence of importance










If no, where do you get the necessary information for
export?
Chamber of commerce
Department of Commerce Industry




g. Following are a set of items concerned marketing research
activities, please indicate by a check-mark those activi-
ties which are or were actually performed by a marketing
research firm for your company or by your own marketing
or marketing research department and those activities
which are most needed by your company. Please add-'-to
the list any other activities which are not listed,
1 Activity actually performed
2 Activity most needed
1 2 A.Research on Products or Services
New products acceptance
Determining present or new uses of products
Comparative studies of competitive products
Packaging and design studies
Simplifying product line
Determining sources of customer dissatisfaction
Market tests or test-market activities
Others
B.Research on Markets
Analysis of market size
Determining characteristics of markets
.Studying relative market profitability
Estimating demand for new products
Studying trends in market size and composition
Sales forecasting
others
C.Research on Sales Methods and Policies
Price and competitive pricing studies
Evaluating present and proposed sales methods
Distribution channels and cost studies
Analysis of salesmen's activities effectiveness
Studies of promotional devices(coupons, premiums..)
Establishing or revising sales quotas,territories
Sales compensation studies()t h Pry
D.Research on Advertising





Motivation or qualitative research
Copy research
Others
E.Research on Miscellaneous Activities
Forecasting
Plant and warehouse location studies
Diversification studies
Purchase of companies, sales of divisions
Export and international studies
Others
10. Please note the following information about yourself:
a. What is the title or position you hold in this com-
pany?
b. How long have you been in your present. position?
Vrs.
c. Have you been working in the field of marketing or
marketing.research before?
Yes No




THANK YOU FOR COMPLETING THIS QUESTIONNAIRE
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Appendix 4
CRITICAL VALUE OF D IN THE KOLMOGOROV-
SMIRNOV TWO-SAMPLE TEST
Sample Level of Significance
m n .20 .10
25 8 .3628 .4.137
25 9 .3495 .3985
26 7 .4042 .4609
26 8
.4325 .4931
26 9 .4137 .4717
26 10 .3980 .4538
Source: William J. Conover, Practical Non-
parametric Statistics (New York:
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8訂
價
及
分
配
最
重
視
。
調
查
公
司
多
從
事
分
配
途
徑
及
分
配
成
本
、
價
格
及
辦
事
者
的
訂
價
方
法
、
以
及
目
前
及
建
議
中
的
銷
售
方
法
的
調
查
。
價
格
及
分
配
的
研
究
亦
多
由
其
他
企
業
實
施
。
兩
者
都
認
為
分
配
途
徑
及
分
配
成
本
的
調
查
最
為
需
要
。
㈣
廣
告
的
調
查
─
調
查
公
司
常
調
查
競
爭
性
廣
告
及
銷
售
策
略
、
廣
告
媒
介
的
選
擇
、
廣
告
的
有
效
程
度
、
及
動
機
等
調
查
。
但
其
他
企
業
甚
少
進
行
此
類
調
查
。
動
機
調
查
及
廣
告
有
效
程
度
調
查
被
雙
方
認
為
是
最
需
要
的
調
查
。
還
□
其
他
方
面
的
調
查
，
如
經
濟
與
商
業
預
測
以
及
出
口
市
場
調
查
等
則
企
業
及
調
查
公
司
均
較
少
注
意
。
M
ofivation
R
ezearch
7認
為
最
為
需
要
，
可
見
企
業
家
特
別
重
視
的
能
否
被
顧
客
所
接
受
及
可
能
遭
遇
的
競
爭
。
㈡
市
場
的
調
查
─
這
方
面
的
調
查
最
為
普
遍
，
并
被
調
查
者
及
主
管
人
員
認
為
是
最
迫
切
需
要
的
活
動
，
各
種
公
司
都
很
關
心
它
們
在
行
業
內
的
地
位
，
故
此
有
關
競
爭
情
況
及
趨
勢
的
資
料
都
是
它
們
所
急
需
的
。
所
佔
市
場
的
大
小
及
分
量
的
分
析
、
市
場
特
性
的
決
定
、
及
市
場
大
小
及
成
份
的
趨
勢
等
調
查
，
都
是
經
常
執
行
且
被
認
為
最
需
要
。
調
查
公
司
亦
多
從
事
新
產
品
需
求
的
估
計
，
其
他
企
業
亦
多
從
事
銷
售
預
測
。
㈢
銷
售
方
法
及
政
策
的
調
查
─
在
各
種
推
銷
方
法
中
，
產
品
6調
查
公
司
有
效
率
。
丙
市
場
調
查
活
動
市
場
調
查
公
司
通
常
從
事
多
種
調
查
活
動
，
但
其
他
企
業
則
偏
重
於
市
場
及
產
品
或
服
務
的
調
查
。
一
產
品
或
服
務
的
調
查
─
市
場
調
查
公
司
多
從
事
於
新
產
品
接
受
程
度
、
競
爭
性
產
品
、
及
產
品
包
裝
和
設
計
的
調
查
活
動
。
他
們
認
為
前
二
種
活
動
為
最
重
要
，
同
時
亦
認
為
決
定
顧
客
不
滿
原
因
為
重
要
活
動
。
其
他
企
業
則
主
要
從
事
於
調
查
顧
客
不
滿
意
的
原
由
。
此
外
，
新
產
品
接
受
程
度
及
競
爭
性
產
品
的
調
查
亦
很
廣
泛
，
同
時
被
5適
當
的
調
查
方
法
，
並
提
供
有
價
值
及
適
當
的
消
息
予
顧
客
。
但
另
一
方
面
，
他
們
並
不
以
為
他
們
會
因
為
沒
有
調
查
公
司
的
幫
助
而
発
生
極
嚴
重
的
錯
誤
。
對
於
市
場
調
查
的
投
資
回
報
R
eturn
o
n
Investm
ent
，
調
查
公
司
的
創
作
性
，
他
們
的
資
料
和
建
議
的
可
靠
性
，
及
他
們
建
議
管
理
方
面
從
未
想
到
的
有
價
值
行
動
的
能
力
，
企
業
主
管
人
員
者
感
到
懷
疑
，
他
們
大
多
數
相
信
，
不
管
有
沒
有
調
查
公
司
，
他
們
的
決
策
都
不
會
有
多
大
的
不
同
。
調
查
公
司
的
用
戶
對
市
場
調
查
的
投
資
回
報
，
調
查
公
司
的
創
作
性
Creativity
，
及
調
查
報
告
的
時
間
性
較
作
用
戶
為
滿
意
。
同
時
，
主
管
人
員
之
有
行
銷
經
驗
者
較
沒
有
行
銷
經
驗
者
認
為
4分
之
十
二
）
。
所
有
回
復
者
都
不
以
為
市
場
調
查
研
究
者
應
該
為
了
一
時
權
宜
而
供
給
消
息
予
顧
客
以
支
持
其
已
決
定
的
決
策
。
他
們
亦
以
為
追
隨
一
已
完
成
的
研
究
以
確
定
其
實
行
是
否
全
無
問
題
，
將
他
們
的
服
務
擴
展
為
長
期
連
續
性
服
務
及
參
予
市
場
策
畧
的
訂
定
等
為
不
重
要
。
乙
市
場
調
查
研
究
公
司
之
有
效
程
度
普
遍
來
說
，
各
企
業
主
管
人
員
對
調
查
公
司
的
有
效
程
度
頗
為
滿
意
，
他
們
以
為
調
查
報
告
很
清
楚
，
易
於
□
瞭
，
態
度
亦
很
客
觀
。
他
們
亦
相
信
調
查
公
司
□
白
所
需
研
究
的
問
題
，
曾
應
用
3有
在
清
楚
了
解
顧
客
的
目
標
及
他
們
的
問
題
，
否
則
調
查
結
果
將
毫
無
用
處
，
甚
或
誤
致
顧
客
的
錯
誤
決
策
。
市
場
調
查
研
究
者
認
為
他
們
的
最
重
要
功
能
為
：
一
明
瞭
顧
客
的
目
標
及
所
需
調
查
的
問
題
（
百
分
之
二
十
一
）
。
二
幫
助
顧
客
決
定
所
需
研
究
的
問
題
為
何
（
百
分
之
十
四
）
。
三
供
給
有
關
消
息
以
減
少
決
策
時
所
面
對
的
不
確
定
因
素
（
百
分
之
十
三
）
。
四
將
調
查
結
果
作
成
五
行
之
計
劃
，
供
顧
客
採
擇
施
行
（
百
2港
七
間
主
要
市
場
調
查
公
司
的
主
管
人
員
；
另
一
則
係
應
用
郵
寄
問
卷
方
式
，
以
獲
取
其
他
各
企
業
中
四
十
三
位
主
管
人
員
的
意
見
，
此
等
企
業
包
括
電
子
、
假
髮
、
香
煙
、
飲
料
、
製
衣
、
化
學
品
及
塑
膠
製
品
、
出
入
口
公
司
，
批
発
及
零
售
商
，
國
際
性
的
行
銷
公
司
，
及
服
務
業
（
包
括
銀
行
、
保
險
）
等
等
。
三
結
果
總
括
來
說
、
香
港
的
市
場
調
查
研
究
公
司
對
各
種
類
的
公
司
確
有
極
大
貢
獻
，
特
別
是
那
些
在
本
港
市
場
推
銷
貨
品
的
公
司
。
甲
市
場
調
查
研
究
公
司
之
功
能
：
大
多
數
的
主
管
人
員
以
為
市
場
調
查
研
究
公
司
最
重
要
的
功
1香
港
市
場
調
查
研
究
公
司
之
功
能
一
目
的
本
研
究
的
目
的
在
了
解
本
港
市
場
調
查
研
究
公
司
所
擔
負
的
責
任
和
功
能
，
並
探
求
各
企
業
主
管
人
員
對
市
場
調
查
研
究
公
司
的
有
效
程
度
的
認
知
。
二
方
法
本
研
究
的
對
象
為
獨
立
的
市
場
調
查
研
究
公
司
、
廣
告
公
司
、
或
出
版
公
司
的
調
查
研
究
部
門
，
而
又
供
給
調
查
服
務
予
其
他
企
業
以
獲
取
報
酬
。
本
研
究
的
資
料
由
二
種
方
法
獲
致
：
一
由
作
者
親
自
面
晤
本


